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Rough Proofs 


An advertising agency explains 
how it lengthened the skirts of the 
Waterman school-girl appearing in 
the Christian Science Monitor. May- 
be this helped Monitor readers to 
think less about legs and more 
about pens. 

7 ww 


Hawaiian Pineapple Company is 
directing some of its sales promo- 
tion to home folks in Honolulu, but 
so far Baldwin Locomotive hasn’t 
done anything to increase consumer 
interest in steam engines in Phila- 
delphia. 

— 


Miami prepares for banner tour- 
ist season, it is reported. They ex- 
pect to get the money the travelers 
didn’t spend at the fair. 


7. F F 


The latest entry in the highly 
competitive liquid dentifrice field is 
Cue, which Colgate hopes will put 
rival brands behind the 8-ball. 


xs = ¥ 


Elastic glass is now being used as 
a material for men’s accessories, 
but a lot of people won’t be satis- 
fied until they start dressing the 
girls in it. 
a ae 


A radio set manufacturer an- 
nounces that a sales meeting will 
be held shortly in New York “to 
give Eastern distributors an oppor- 
tunity to place their orders.” Dis- 
tributors appreciate little attentions 
like that. 
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A honey producer is expanding 
his market by advertising it as a 
remedy for colds. If he’s success- 
ful, the bees will be too busy to 
push their demands for a 30-hour 
week, 

vvweY 


Overlooking any of the rancors 
which may be engendered by the 
war, Fortune presents Field Mar- 
shal Goring in his true colors, with 
an umlaut instead of an “e.” 


, FF 


Anheuser-Busch is listed among 
leading agricultural advertisers. 
Even though farmers in most of the 
country vote dry, there’s no reason 
why they can’t be buddies with 
sudweiser. 

vg¥seY 


Worry probably doesn’t cause 
baldness as much as you thought, 
for the latest New York Times sur- 
vey shows that most of the hair 
tonic is bought by the upper in- 
comes, 

To © 


It's just possible, of course, that 
the fellow with a thin pocket-book 
regards falling hair as an economic 
ivantage which will save him a 
‘ew trips to the tonsorial establish- 
ment. 
7, &F 


_ Advertising is a generation be- 
tind developments in mass psy- 
ology, says Dr. Wirth. If he 
‘eans the public hasn’t a 12-year- 
1 mind, a lot of advertising ex- 
perts are going to have to enroll in 
night school. 
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That ominous sound you hear is 
Joe McCarthy oiling the gears of 
© Yankee Juggernaut. 


Copy Cus. 


PUSH "ROLL YOUR OWN" 


Federal T 
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cagarented from « sickel pack of 

eee Bugler aod you save 8¢ io taxes—and 
more besides —oa what you sow pay 

per peck of 20 ready-mades. Bugier 

is made of choice Terkish sod do 


mesic — blended Ishe the tobaccos 
to high grade ready-made cigaremes, 
Cut long, too, so it rolls easy aad 
obligin’ Buy yourself « pack of Bugler 
todsy (gummed papers are free). + 
then light up and pocket your savings. 
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Never lesrecd w roll ‘em by heed’ Let this eifry roller do the job for 
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With more and more taxes being levied 

on cigarettes, Brown & Williamson To- 

bacco Corporation is pushing “roll your 

own" economy. Latest copy appears in 
Wisconsin. 


First Lady Starts 
Ball Rolling for 


Joint Air Drive 


(Picture on Page 31) 

Chicago, Sept. 28.— Commercial 
aviation’s first cooperative cam- 
paign, which will break next week 
with a color spread featuring a testi- 
monial from Mrs. Eleanor Roose- 
velt, will be widely merchandised 
through tie-ups with travel agencies 
and individual airlines. 

Advance proofs of the advertise- 
ments, together with four-color 
broadsides detailing the significance 
of the campaign, have been dis- 
patched to 10,000 travel agencies in 
this country, Canada, Central Amer- 
ica and South America. Another 
mailing describing the advertising 
and its merchandising will be sent 
to every employe of the members 
of Air Transport Association, spon- 
sor of the campaign. 

Jumbo blowups and poster-size 
reproductions of the first insertion 
will be displayed by travel agencies 
and airline ticket offices, while a 
desk plaque bearing the theme “It 
Pays to Fly” as well as a quantity 
of buttons bearing the slogan will 
also be available. 


Big Names Lend Support 


The color spread which launches 
the drive will appear in the Oct. 2 
Life. Besides the testimonial from 
the first lady, eight other leaders are 
quoted on air travel. A line at the 
bottom of the insertion declares that 
“the endorsements on these pages 
were given without compensation.” 
, Besides Life, the schedule also in- 
cludes Nation’s Business, Newsweek, 
The Saturday Evening Post and 
Time. Nation’s Business copy will 
vary from that appearing in the 
other magazines. The first inser- 
tion will quote L. E. Booth, presi- 
dent of Pa-Pi-A Corporation, on 
how “Flying saved one year in 
starting new business.” Erwin, 
Wasey & Co. is the agency. 


DIRECTORY OF FEATURES 


Ad-libbing ........ . a 
Basic Business Index. . 28 
Coming Conventions 23 
Editorials ae Wk oa 12 
Getting Personal ... 22 
Information for Advertisers 12 
Obituaries ......... 21 
Photographic Review 31 
Promotion Review .. = 
Se died.) 0 50066 43 I 
Voice of the Advertiser. 18 


Advertising Brought 
Misery to Migrants, 
WPA Report Says 


Cotton Growers Held 
Guilty of Promising 
Much, Giving Little 


Washington, D. C., Sept. 29. — In 
contrast to the oft-asserted claim 
that advertising has been a vital 
force in raising standards of living, 
was the blunt charge made today 
by the Works Progress Administra- 
tion that $900 worth of copy in 
radio, newspapers and handbills 
had been responsible for the desti- 
tution and misery of some 20,000 
migratory workers and their fami- 
lies in 1937. 

Although the WPA report makes 
no blanket charge against advertis- 


|ing and refers to a past rather than 


current incident, it was viewed as 
a revelation which conceivably 
might attract attention and action 
by other government departments. 
It is certain to gain a response 
from anti-advertising forces. 

The report deals with the prob- 
lems of migratory cotton pickers of 
Arizona. It charges that the $900 
“campaign” in Oklahoma, Texas, 
Arkansas, Colorado, New Mexico, 
Utah and Southern California 
brought 20,000 destitute workers 
and their families one-third of the 
distance across the continent for 
Arizona cotton picking jobs in 1937. 


Parallels “Grapes of Wrath” 


The accusation is similar to that 
made in John Steinbeck’s currently 
popular “Grapes of Wrath,” a novel 
dealing with the vicissitudes faced 
by migratory workers in Western 
states. The parallel, incidentally, 
was admitted by WPA officials who 
characterized their report as their 
own “Grapes of Wrath.” 

The report is not viewed as an in- 
dictment of all advertising which 
calls for labor. The implication, 
however, is that such advertising as 
this brings a supply of labor far in 
excess of actual need, thus permit- 
ting wages to be forced down to a 
starvation figure. The fact that the 
work is seasonal and soon finished 
then tends to throw nearly all of 
the workers again into the clutches 
of poverty and unemployment. 

These factors have been carefully 


(Continued on Page 25) 
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Standard Vitamin Corporation launches 
an unusual campaign for Candicod, vita- 
min-bearing delicacy. (Story on Page 2.) 


Direct Mailers Turn 
Eyes to Problems 


of Management 


New York, Sept. 28.—In conduct- 
ing its annual convention here this 
week, the Direct Mail Advertising 
Association gave 
special attention 
to this medium’s 
potentialities as 
an aid to busi- 
ness management 
as well as to re- 
view its well- 
earned ss reputa- 
tion as a _ sales 
tool. 

From across 
the ocean came a 
grim overtone to 
this conclave, a 
serious realiza- 
tion for most direct mailers present 
that one country was testing the 
power of this medium as it has 
never been tested before. And in 
this country, too, it was pointed out, 
direct mail is playing an important 
part in shaping Congressional opin- 
ion on the debate over the neutral- 
ity law. 

More specific was the conven- 
tion’s approach to the use of direct 
mail in the public relations prob- 
lem of business and industry. A 
major address on this topic was that 
given by James W. Darr, vice-presi- 

(Continued on Page 6) 


L. Rohe Walter 
DMAA President 


Last Minute News Flashes 
United Announces $500,000 Wall Paper Campaign 


Chicago, Sept. 29.—United Wall Paper Factories, Inc., will spend 
$500,000 on a fall and winter campaign, A. J. Browning, president, an- 
nounced here today. Hays MacFarland & Co. is the agency. 


Scull Starts Test on Ready-Made Coffee 


Camden, N. J., Sept. 29. — William S. Scull Company, producer of 
Boscul coffee and tea, has launched a test campaign on coffee in liquid 


form in cans. 


The experiment is being conducted in Miami Beach, Fla., 


Philadelphia and Long Island. Ward Wheelock Company is in charge. 
May Use Advertising in Pari-Mutuel Fight 


Albany, N. Y., Sept. 29.—On 


the theory that reduced admission 


prices would appeal to a class unable to afford the luxury, business in- 
terests, led by moving picture exhibitors, are planning an advertising 
campaign to swing public sentiment against pari-mutuels at the No- 


vember referendum. 


Dentist Ventures Into Liquid Dentifrice Field 


New York, Sept. 28—Dentol, a new liquid dentifrice made by Dr. 
E. H. Dixon, Manhattan dentist, made its debut in the New York market 
today, backed by a radio program five mornings a week over Station 
WABC, which will be supplemented by a newspaper campaign in six 
weeks. Further eXpansion will depend on the local test. Paul M. Titus 


is the advertising agency. 


See? 


A&P to Carry 
Brokerage Case to 
U. §. Supreme Court 


Appeals Tribunal Up- 
holds Findings of Fed- 
eral Trade Commission 


New York, Sept. 28.—An appeal 
to the United States Supreme Court 
will be the Great Atlantic and 
Pacific Tea Company’s next step in 
its battle to upset the decision of the 
Federal Trade Commission which 
held the chain has violated the 
brokerage clause of the Robinson- 
Patman Act, it was revealed here 
this week. The A&P move was the 
direct outcome of a decision of the 
United States Circuit Court of Ap- 
peals in Philadelphia which upheld 
unanimously the FTC findings. 

“We will immediately petition the 
Supreme Court for a writ of cer- 
tiorari,’ Caruthers Ewing, A&P 
counsel, said today. He asserted 
that the Philadelphia court con- 
strued the brokerage clause of the 
R-P act “as an absolute prohibition 
of an allowance or discount which 
reflects a brokerage saving. We 
think this an erroneous construction 
and believe that, should the Su- 
preme Court hear the case, it will 
reverse the decision.” 

He pointed out that A&P’s con- 
tention has been that its purchasing 
agents render brokéfage services to 
sellers, and that the chain is there- 
fore entitled to an allowance equal 
to the brokerage which sellers 
would otherwise have to pay. 


Calls Conclusion Erroneous 


“The court rejected this,” Mr. 
Ewing stated, “and said that ‘a buy- 
ing and selling service cannot be 
combined in one person.’ We think 
that is an erroneous conclusion, 
whether it be one of law or of fact. 
If treated as a statement of fact, it 
is contrary to the uncontradicted 
evidence of about 100 sellers. My 
chief objection to the opinion is that 
it treats lettered paragraphs of one 
section of the statute as though they 
were separate statutes and indepen- 
dent one of the other.” 

Considerable speculation was 
voiced in the food field here this 

(Continued on Page 26) 


Stalin Is in 
Advertising. Too, 


Committee Told 


Washington, D. C., Sept. 28.—Be- 
tween purges and other social ac- 
tivities, the Stalin government finds 
time to promote a little advertising 
of somewhat dubious value, Dr. 
David H. Dubrowsky, former head 
of the Russian Red Cross, testified 
before the Dies Committee yester- 
day. 

Inrekiana, alleged Russian adver- 
tising agency, periodically shakes 
American companies down for ad- 
vertising in Russian periodicals, Dr. 
Dubrowsky charged, through a 
“kickback” on business amounting 
to from 2 to 5 per cent of the gross. 
The. rebate amounts to about $3,- 
000,000 annually, he said. 

“The advertising is valueless,” he 
explained, “because there is no 
competition in Russia. The oper- 
ators, however, work every angle, 
even adding an extra charge for 
translating the copy into Russian.” 

He said Amtorg, official Russian 
trading agency, performed valuable 
services in drumming up advertis- 
ing in this way. 
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New York Fair 
Starts Work on 
1940 Engagement 


New York, Sept. 27.—Any doubts 
that the New York World’s Fair 
might not reopen in 1940 were dis- 
pelled here yesterday when it was 
decided to take up the option on 
the Flushing Meadow site for next 
season. Although continuance of 
the exposition has been indicated 
for some time, the plan became offi- 
cial when Harvey D. Gibson, chair- 
man of the board of the fair cor- 


Number One of a series of short advertising 
True Stories culled from the records of the 
Publishers’ Information Bureau, January 
through September, 1939. 


PEPPERELL This major na- 


tional campaign 


ran in only two of 
the twelve leading 

magazines — Mag- 

azine G (a week- 
a7 True Story Magazine reaches the only 
large magazine audience today that doesn't 
read other magazines, 


ly), and, of course, 


TRUE STORY. . 
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You insist that your 


| Attendance has fallen well 
| advance estimates, but over 20,000,- 
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poration, was authorized to notify 
Park Commissioner Robert Moses 
of the fair’s intention. 

Grover A. Whalen, president, is 
now abroad contacting foreign gov- 
ernments in quest of contracts for 
renewal of present exhibits. Sev- 
eral have already declared their 
intention to continue, while others 
have promised similar action if the 
fair can guarantee no further labor 
troubles. State and commercial ex- 
hibitors are also being approached 
for renewal contracts, and a few 


are understood to have already | 


completed plans for continuing. 


The fair will close for the season | 


Oct. 31, after a six-month run. 


below 


000 paid admissions have been re- 
corded. Several changes in 
admission price have been made 
since it became evident that attend- 
ance would not reach expected 
levels, and during October a flat 
50-cent charge will be made daily, 
with a reduction to 40 cents after 
8 p. m. The closing hour for the 
exhibit area has been extended 
from 10 to 11 p. m. 


COAST FAIR TO CLOSE 


San Francisco, Sept. 29.— The 
Golden Gate International Exposi- 
tion announced today that it will 
not re-open in 1940. 
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salesman cover this 


entire market 


—And here’s one salesman that does 
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on the big 
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The First National Bank of Portland, Ore., 
used this newspaper copy to advertise 
a new personal loan service, providing 
budget payments for customers on med- 
ical bills and immediate cash for the 
doctors. Pacific National Advertising 
Agency is in charge. 


Cottingham Named 

Morgan K. Cottingham, Chicago, 
has been named to represent 
Scholastic Publications in the Mid- 
west. 


re 


You're not going to be content to stop with St. Louis, and pass up the 
even greater sales volume which is waiting to be had—right here in the 
rest of The 49th State. 
The job is not finished until you sell this rich market surrounding St. Louis. 
This is the job which The Globe-Democrat does. It carries your advertis 
ing not only to St. Louis, but throughout The 49th State. 

The Globe-Democrat sells this entire market simultaneously. It covers the 


field as no other St. Louis newspaper even claims to do. It MULTIPLIES 
sales quickly, effectively, economically. 


The Newspaper of The 49th State 


Fiction Appeal 
Marks Debut of 
the Candicod Kids 


Standard Vitamin Cor- 
poration Launches Test 
of Unusual Copy 


(Picture on Page 1) 

New York, Sept. 28.—Whether an 
advertiser can afford to use valu- 
able newspaper space for fiction in 
making a bid for the attention of 
juveniles is one of the interesting 
questions now being determined by 
Standard Vitamin Corporation. 
The company has launched Can- 
dicod and the Candicod Kids on 
the business seas simultaneously. 
The former is a chocolate cube con- 
taining the cod liver oil vitamins, 
A and D, and the latter is a band 
of youthful adventurers existing in 
the imagination of the Al Paul Lef- 
ton Company, the agency. 


The exploits of the Candicod Kids 
occupy the major portion of copy 
now being tested in the Buffalo 
News, Philadelphia Bulletin, Phila- 
delphia Inquirer and Pittsburgh 
Press. The narrative is followed by 
a “commercial” explaining that the 
“Candicod Kids are strong and well 
because they eat wholesome food, 
get plenty of exercise and fresh air 
and twice a day each eats a deli- 
cious cube of Candicod.” An ac- 
companying box tells the youthful 
audience that it can win bicycles 
and cameras and other prizes in a 
monthly contest, details of which 
are available in a booklet which can 
be obtained from the nearest drug- 
gist. 

A second more conventional type 
of copy is being tested in the Har- 
risburg News and Patriot. Spot radio 
announcements are being used on 
Stations WCAE, Pittsburgh, and 
WDEL, Wilmington. 


Booklet in Roto 


The booklet distributed by drug- 
gists introduces the Candicod Kids 
with a little character sketch of 
each and also presents a few more 
of their adventures. The rotogra- 
vure brochure also explains the 
conditions governing six monthly 
contests, to run through February, 
1940. Each contest consists of nam- 
ing the appurtenances of the Candi- 
cod Kids, including a dog, a boat, 
a cat, a horse, and others. Strange 
to relate, no evidence of purchase 
is required. 

Standard Vitamin Corporation 
has also adopted unorthodox 
strategy in courting the good will 
of physicians and dentists. One 
booklet in color directed at this field 
carries the title, “Comes Now the 
Revolution,” and the foreword is 
entirely in verse, of which the fol- 
lowing is a sample: 

The liver of the lowly cod 
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Has long been postulated 

As a repository odd 

For vitamins that rated 

So high among the medicos 

That they—as everybody knows— 

Were quick to recommend a dose 

Of oil that children hated. 

Three more verses carry the rea- 
soning along to its inevitable con- 
clusion—that cod liver oil needs a 
sugar coating, such as is provided 
by Candicod. The booklet contains 
laboratory reports on the Vitamin 
A and B potency of Candicod and 
other data in the form to which the 
profession is accustomed. 


Share Prizes Too 


Direct mai] to the drug trade in- 
forms recipients that they share in 
the prizes as well as the profits, 
duplicates or their equivalent in 
cash being awarded to retailers 
whose names appear on the win- 
ning entries. This is contingent, 
however, on adequate display and 
other merchandising cooperation. 
Broadsides to druggists are printed 
on cardboard, part of which can be 
clipped to form a business reply 
card to simplify ordering. 


Park & Tilford Begins 
Whisky, Brandy Drives 


A newspaper campaign, to be 
supplemented by magazine adver- 
tising, has been released by Park & 
Tilford Import Corporation, New 
York, for Vat 69 Scotch whisky. 
Esquire, Fortune, Life, The New 
Yorker and Time will be used. Copy 
emphasizes the taste and quality of 
the whisky. 

The company has also begun a 
drive for Martell cognac brandy. 
Newspapers and the same maga- 
zines, with the addition of Town & 
Country, are on the schedule. “The 
Spirit That Spans Centuries” is one 
of three copy themes to be used. 
Both campaigns will run until the 
end of the year and are handled by 
Charles M. Storm Company, New 
York. 


Central Council 
to Meet Oct. 14 


The annual meeting of the Cen- 
tral Council, American Association 
of Advertising Agencies, will be 
held in Chicago Oct. 14, it was 
announced following a meeting of 
the board of governors. 

Kennett W. Hinks, J. Walter 
Thompson Company, and chairman 
of the Central Council, will be in 
charge of the program. 


Display Club 
Re-elects Osterland 


Edward Osterland, display man- 
ager of William Taylor Son & Co., 
has been re-elected president of the 
Cleveland Display Club. 

Other re-elected officers include 
Homer Richards, May Company, 
vice-president; Michael Dai, Lind- 
ner Company, treasurer, and Carl 
Schabitzer, Atlas Display Products, 
secretary. 


NBC Shifts Nelson 


A. E. Nelson, sales manager of the 
Blue network of the National 
Broadcasting Company, has been 
appointed manager of Stations KPO 
and KGO, San Francisco. Lloyd E. 
Yoder, manager of the two stations, 
will become manager of Station 
KOA, Denver, and Robert Owen 
assistant manager, on Oct. 15. 


Clayberger to Pabco 


L. M. Clayberger has joined the 
Paraffine Companies, Inc., San 
Francisco, as manager of the adver- 
tising and sales promotion depart- 
ment of the paint and building ma- 
terial division. He has been with 
the Golden Gate Exposition, where 
he was exhibit coordinator. 
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Number Two of a series of short advertising 
True Stories culled from the records of ¢ 
Publishers’ Information Bureau, January 
through September, 1939. 


The only one of 
the 
magazines to carry 


dozen major 


the Tangerine ad- 
vertising of the 
Florida Citrus 
Commission w4§ 
TRUE STORY. 


— ed 


a@ True Story Magazine alone of all major 
magazines concentrates its circulation among 
the nation's Wage Earner Families. 
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MECCA DE 
MILLIUNAIRES 


An army is headed toward Phoenix! For this year the earliest and longest 
tourist season in the state’s history is forecast. Over 15,000 winter visitor’s 
a day will spend their time, leisure and money in this gold nugget of western 


markets .. . filling Phoenix hotels and sun-drenched guest ranches to 


capacity. Many are building homes, adding to new family residential 


structures completed in metropolitan Phoenix at the rate of almost two-a-day 
during the first eight months of this year. Creating, also, another favorable 
factor to place with climbing 1939 business indices that clearly point out 


if you want to make sales advertise where sales are being made. 


e Fe af BY Li Cc eDICK LEWIS, General Mgr. KVo 
wipe BE Nac wis ‘ioe 
GAZETTE : 
anp 


The ABC of Radio In Arizona! : 


BOB HALL, National Advertising Manager _—Representatives—Williams, Lawrence & CresmerCo. = © —— Representatives—Paul H. Raymer Company ss—i«ws 
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Frigid Powders 


Colder Than Ice, 
Theme of Drive 


New York, Sept. 27.—Bon vivants 
who cannot wait for nature—or the 
processes of mechanical refrigera- 
tion—to cool their drinks, are of- 
fered a frigid short-cut by Canned 
Cold Chemical Corporation, which 
has just started its first advertising 
for Quicold in newspapers in the 
New York metropolitan market. 

The invention of Richard M. 
Sherton, president of the corpora- 


Number Three of a series of short advertising 


Irue Stories culled from the records of the 
Publishers’ Information Bureau, January | 
through September, 1939. 


Eight out of 
twelve of the ma- 
jor magazines 
didn’t carry this 
business. Only 
Magazine D, Mag- 


azine H, Magazine 


tion, who developed the product 
originally as a hobby, Quicold con- 
sists of two powders, which create 
a chemical reaction said to reduce 
the temperature of adjacent liquids 
within three minutes 20 degrees 
more than ice. The company sup- 
plies a specially constructed cocktail 
shaker, with a center chamber for 
holding the liquor or fruit juice, 
around which the Quicold is poured. 
A device for using Quicold in a cold 
face massage has also been devel- 
oped. 

In addition to newspaper space, 
car cards will be used extensively. 
Newspaper advertising will be ex- 
panded as other markets are opened. 
The account is handled by Vander- 
bie & Rubens. 


Gets Sprague Products 
Sprague Products 
of radio supplies, 
delphia, to handle its account. 


Magazines and business papers will 
be used. 


: 
} 
e 
: 
' 
g 
i 
4 
a 


L,and TRUE 
STORY did. 


am True Story Magazine adds more new | 
homes to any list tf@f any other magazine 
Published. 


=~ 


Joins Gerber Agency 


Cynthia Liljegvist, formerly with 


.|the advertising department of the 


White House, San Francisco de- 
partment store, has joined Joseph 
R. Gerber Company, Portland, Ore., 
as copywriter. 


IF YOU LIKE COLD DRINKS 


—_—_——— 


a 


Colle g 


liquids, fruit juices and canned fruits in 
minutes with this amazing, new powder 
that becomes 20° colder than ice. 
convenient, simple to use. Great 
for auto trips, hikes and in the*home. No 
worry now about ice cubes running low with 
Quicold on hand! 


Company, 
North Adams, Mass., manufacturer 
has appointed 
Harry P. Bridges Company, Phila- 


Get Guicold and Cooler today at 
drug and department stores 


PRONOUNCED sos 
CANNED COLD CHEMICAL CORP., 35 MAIDEN LANE, N. ¥% & 


QUICK: 


Canned Cold Chemical Corporation, New York, suggests that drinks be cooled 
with its Quicold powders instead of ice. 
of ice is promised within three minutes. 


A temperature 20 degrees below that 


Irving Sager Moves 

Irving O. Sager, food advertising 
service, has moved to 45 W. 45th 
street, New York. 


() UR pioneer forefathers set the Harvest Time 


aside as one of the most important seasons 


of the year. 


Bountiful crops, fair prices and equitable exchange 


On this period their future hinged. 


IN THE MID-SOUTH 


THE HARVEST MOONS SHMNG BRIGHTER 
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As a result of t 


of one crop, the 


his “live-at-home” program, more 


than 32,000 farmers have enrolled this year, the fifth 
year of Plant to Prosper. 


No longer at the mercy 
farmers are looking this Fall at 


the brightest Harvest Moon to shine on the Mid- 
South since the halcyon days of the early °20’s. 


meant a pleasant, happy winter and sufficient sup- 
plies to start another year. 

The influence The Commercial Appeal has estab- 
lished with the farmer is shared with the merchant, 
the 


And today the life of the farmer is set in much 


the same pattern. But not for many years have the 


the manufacturer, distributors 


: : : and everyone 
colors in this pattern been so bright to farmers of 


the Mid-South. 
The 


Plant to Prosper movement . 


who does business in this section. The Commercial 


Harvest : 
Appeal has been a Partner in Progress with the 


Back many Moons ago, 


Memphis Commercial Appeal instigated the : ; 
7 people of this territory for a hundred years. 

. a constructive cam- 

paign to encourage the farmers to practice diversi- The dependability of The Commercial Appeal is 


definitely established through its 


A A RE 8 ON 
2 WAY SELLING ACTION 


The Commercial Appeal sells the consumer 
s by its established reader interest. 


fication. 


* * 


The Commercial Appeal sells the dealer 


s by its vast trade paper influence. 


m THE COMMERCIAL APPEAL 


Memphis, Tennessee 
1 Scripps-Howard Newspaper 


NATIONAL REPRESENTATIVE—THE BRANHAM COMPANY 


“More Than A Newspaper—An Institution” 


Localized Copy, 
New Radio Show 
for Ward Campaign 


New York, Sept. 27.—A new net- 
work show and a reputedly new 
technique in the use of Sunday 
comic section copy are highlights of 
fall and winter advertising plans 
outlined today by the Ward Baking 
Company for its Tip-Top bread. 

Both publication copy, starting 
Oct. 1, and the radio show, Oct. 5, 
have been designed to carry out the 
selling theme chosen by the com- 
pany, “Winners Eat Ward.” As im- 
plied by that slogan, testimonials 
will play an important part in the 
drive. 

Half-page insertions in comic sec- 
tions of 27 newspapers will feature 
famous men and women whose ac- 
complishments label them as “Win- 
ners.” Each of the 12 insertions 
scheduled will also present a local 
testimonial, adapted to each city. 
According to company, spokesmen 
this is the first time national comic 
page advertising has been handled 
in this way. 

A space is to be left in the master- 
plate for each insertion and this 
space will be filled in the respective 
cities with photographs and testi- 
monials of home town wives and 
mothers who will go along with their 
more famous running mates in ex- 
tolling the merits of Tip-Top bread. 

Sherman K. Ellis & Co. is the 
Ward agency. 


Ely Leaves Scripps 


League of Newspapers 

Harry W. Ely, general manager 
of the Scripps League of News- 
papers, Seattle, since Jan. 1, 1938, 
has announced his _ resignation 
effective Nov. 1. 

Mr. Ely joined the Scripps organ- 
ization in 1921 as circulation man- 
ager of the Portland News. He was 
publisher of the Portland News- 
Telegram from 1932 to 1938, when 
he became general manager of the 
chain. 


“Journal” Promotes 


Maier and Damm 


Irwin Maier, since 1937 manager 
of sales in charge of advertising 
and circulation for the Milwaukee 
Journal, has been named business 
manager. 

Walter Damm has been appointed 
general manager of radio. The Jour- 
nal owns Station WTMJ. 


Knisely Takes Up 
New Duties as 
ABP Vice-President 


New York, Sept. 27.—Mason Brit- 
ton, vice-chairman of McGraw-Hill 
Publishing Company and president 
of Associated Business Papers, Inc., 
announced here today that Stanley 
A. Knisely, formerly director of 
advertising, Republic Steel Corpora- 
tion, will assume his new duties as 
executive vice-president of ABP 
next week. 

Mr. Knisely completed a term as 
president of National Industrial 
Advertisers Association last week, 
when the 17th annual NIAA confer- 
ence was held here. He will move 
from Cleveland to New York, start- 
ing work Oct. 2. He succeeds H. 
Judd Payne, who resigned Sept. 1 
to become vice-president of F. W. 
Dodge Corporation. 

In his statement, Mr. Britton 
said: “The Associated Business 
Papers welcomes Mr. Knisely as a 
man whose experience is admirably 
suited to ABP’s self-imposed task 
of solving the mutual problems of 
business paper advertisers and pub- 
lishers.” 


Business Papers Study 
Readership Analyses 


L. W. W. Morrow, Western edi- 
torial director of McGraw-Hill Pub- 
lishing Company, told the Chicago 
Business Papers Association of the 
readership studies being conducted 
by his organization and the prob- 
lems involved in setting up the 
project, at a meeting of the organi- 
zation last week. 

Generally speaking, he said, the 
studies tend to bear out the knowl- 
edge of editors as to what their 
readers want, but a variety of 
interesting information is neverthe- 
less being gathered in the continu- 
ing study, which consists of com- 
plete and thorough interviewing of 
carefully selected samples of read- 
ers. One interesting development 
has been the practical unanimity 
with which readers have consented 
to be interviewed, Mr. Morrow said, 
despite the fact that an average 
interview requires from 45 minutes 
to an hour and a half. 


“Times-Tribune” 
Advances Four 


E. P. Stewart, for the past 20 
years business manager of the Min- 
neapolis Times-Tribune, has been 
appointed comptroller. C. Arthur 
Peterson, formerly advertising man- 
ager, succeeds Mr. Stewart as busi- 
ness manager. 

Louis R. Mohs, previously retail 
advertising manager, has been 
named advertising manager, being 
succeeded by B. V. Parent as retail 
advertising manager. 


Wardner Transferred 


Charles Wardner has been trans- 
ferred from the Boston office to the 
New York office of Transit Adver- 
tisers, Inc. 


Number Four of a series of short advertising 
True Stories culled from the records of the 
Publishers’ Information Bureau, January 
through September, 1939. 

One general 
monthly (Maga- 
zine A), one 
weekly (Magazine 
K), and TRUE 
STORY completed 
the major maga- 
zine list of this 


Ce ivertiser. 


aa True Story Magazine, at a premium 
price 50 to 200% higher than 9 of the to? 
dozen magazines, sells more copies on the 
newsstands than any other monthly in the 
world, 


“If Thad to choose. I would 


keep Practical Builder.” 
Henry A. Sonnet, Pittsburgh, Pa. 


PRACTICAL BUILDER 


59 E. Van Buren St. - 


--- One of 


40.000 


- CHICAGO 
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MEN ana CHILDREN FIRST! 


gS Don’t worry, men. There will be 
no cold suppers and fireless hearths 


this fall while wives foregather to 


argue world events. 


) The women, as always, put home 


interests first. 


Sales of the Ladies’ Home Journal 
— having passed previous records last 
month with 1,015,000 newsstand, 
3,250,000 total—went up 35,000 


during the first three weeks of the 


European war! 


After sell-outs on August and September 
issues, sales on the October Journal started 
for a new high during a week flooded with 
world-shaking news, special editions, 
breath-taking radio bulletins — the greatest 


excitement in newsprint since 1914. 


There is just one reason: the feminine 
state of mind. You may not have fully 
appreciated it. While men give themselves 
nervous indigestion worrying over the hate 
of dictators and the fate of empires, women 
are thinking up special meals to cure it. 
Between a woman and a war map will 
always loom up a nearer, clearer vision — 


her own home and its beloved inmates. As 


long as there’s a roof over her head and a 
handful of peas for her kettle, children will 
be fed, men will be soothed, life will go on. 


Men are proud and patriotic— women 
are personal in their interpretation of the 
world, and this is rightly so. Chaos abroad 
intensifies their appreciation of their own 
point-of-view . . . and of the magazine which 
reflects it. If you make or sell something 
that women use and buy —it will pay you 
to heed this difference. Tell your story 
in the Journal, the magazine that gets 
women’s full-time attention, the maga- 


zine that women are buying and reading 


in ever-increasing numbers. 
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Direct Mailers Turn 
Eyes to Problems 
of Management 


(Continued from Page 1) 


dent in charge of public relations of 
Commercial Investment Trust, Inc. 

Others who addressed the con- 
clave were L. Rohe Walter, adver- 
tising manager of the Flintkote 
Company and DMAA president, and 


Number Five of a series of short advertising 
True Stories culled from the records of the 
Publishers’ Information 


Bureau, 
throuah September, 1939. 


January 


Only one in four 
of the twelve lead- 
ing books adver- 
tised this product. 
The list was: 


Magazines H, I, 
I, and, logically 
Woodbury enough, TRUE 
fadel Pawnee STORY. ..-. ‘a 
aa ‘True Story is the only major magazine 


whose contents are actually written by its 
readers. This fact is in part responsible for 
a@ reader interest not possible in other maga- 
sine media. 


James P. Selvage, of Selvage & 
Smith. 

Mr. Darr emphasized that per- 
sonal contact is the best form of 
public relations but that this, with 
most businesses, is out of the ques- 
tion. Yet business is still faced 
with the urgent task of justifying 
its existence to the public. Surveys 
showing that some individuals’ ideas 
about certain industries are but 8 
per cent correct are but another 
proof of the urgency of public rela- 
tions, he added. 

Mr. Selvage commented upon a 
practice which has been steadily 
gaining favor in recent years, that 
of directing much direct-mail, pub- 
lic relations effort at stockholders. 
The latter, he said, number 15,000,- 
000 in this country and, classed as a 
group, constitute a market of pri- 
mary importance. Of particular 
value, he indicated, is the use of 
direct mail in making missionaries 
out of stockholders. The stock- 
holder in Procter & Gamble Com- 
pany, he commented, isn’t likely to 
be a user of a competitor’s product. 
Thus, he can be urged to not only 
buy the P&G line himself, but to 
pass the good word along to his 
friends. 


Foreign Situation Analyzed 


Mr. Walter cautioned the direct 
mailers against becoming too opti- 


DIRECT MAIL EXPERTS FACE THE CAMERA 


At direct mail 


annual meeting are (left to right): Claude Grizzard, Grizzard Advertising, Atlanta; Logan Dickie, Dickie 
Raymond, Inc., Boston, and Horace H. Nahm, Hooven Letters, New York, enjoying a laugh together. Next are early arrivals 
Alfred M. May, Alfred May Company, Cincinnati; H. K. Weed, Alling & Cory Company, New York; Richard Messner, 
E. E. Brogle & Co., New York, and H. D. Beck, Steirenger Press, New York. To the right are William H. Bowser, Commercial 
Service, Anderson, Ind.; Steele C. Smith, Warner Press; Elver F. Adcock, Anderson College, and A. W. Marsh, Warner Press. 


mistic regarding war profits. The 
major market for most business, he 
said, has been and will continue to 
be in domestic sales. Retail sales 
last year totaled 35 billion, as com- 
pared with three billion in export 
sales, he pointed out. Another slant 
to the foreign trade question is that 
gains in South American and Asiatic 
trade may be expected to more than 
offset elimination of some European 
markets. 

He urged the sale of direct mail 
as supplement, rather than substi- 
tute for other media. “Direct ad- 
vertising,’ he commented, “widens 
the influence and increases. the 
power of all other types of adver- 


Cry ae 


Kor 


$$$ He had no problems of inter-industry 
competition; no worries about commodity 


futures, foreign exchange, or government 


rulings. 
$$$ 
$$$ 


their companies and the other on busi- 


ness news 


week, but daily. 


profit or see profits washed away. 


$$$ If you have something to sell 


executives, then inject the story of its 


HE LIVED A HARD 
business was a cinch 


Neolithic Nick made flint arrowheads in 


~and they were always in demand. 


Today life is softer, but business isn’t. 
Executives must keep one eye on 
not casually or once a 


If they don’t, they 
may miss an overnight chance for 


IFE, BUT HIS 


advantages into this daily stream of business 


news. You catch the executive in his most re- 


ceptive and active mood. 


$$$ Basically, 


Journal is your first choice as an advertising 


that’s why The Wall Street 


medium. It is each day’s vital business news. 


$$$ It gives you, per advertising dollar, more 


readers who are active management-executives 


of industrial corporations with assets of over 


ay 


$1,000,000 than any other publication 


STREET © 
RNAL 


mag- 
azine or newspaper. 
$$$ 86 per cent of its 
subscribers read it in their 
oflices. They see your ad- 
vertising at their desks 
where they buy. where 
you sell, 


at point of sale 


tising. 
“Properly coordinated with news- 
paper, magazine, radio, business 


paper, outdoor and car card adver- 
tising, it increases the effectiveness 
of these powerful media.” 

At the closing session of the 
DMAA meeting L. Rohe Walter 
was re-elected president. Other of- 
ficers chosen were Richard Mess- 
ner, E. E. Brogle & Co., and Bacon 
Brodie, Charter Publishing Com- 
pany, vice-presidents; and George 
Loder, National Process Company, 
secretary-treasurer. 


St. Louis Club 


in Drive to 
‘Sell’ Advertising 


St. Louis, Sept. 27—The Ad- 
vertising Club of St. Louis has 
followed the exhortation of the 


Advertising Federation of America, 
and has launched a newspaper and 
radio campaign in this territory de- 
signed solely to sell the merits of 
advertising to the consuming pub- 
lic. 

The campaign is based on this 
slogan, “Uphold American Stan- 
dards ... Buy Advertised Brands.” 
Eleven newspaper insertions of 420 
lines each will be used. One of 
these insertions appeared last week 
in ADVERTISING AGE. 


Missouri Newspapers Cooperate 


Current reports indicate’ that 
more than 250 Missouri newspapers 
will publish the complete series. 
Copy, in story and picture form, 
speaks in turn to all types of con- 
sumers. Typical is one portraying 
a querulous lady who asks, “Will 
Advertising Do Me Any Good?” 

“Certainly, madam!” is the an- 
swer given, with copy then assert- 
ing: “Let us answer your question 
by pointing out some of the things 
advertising already has done for 
you and your family. 

“Advertising has given you new 
and better food, trademarked to 
guarantee quality. It has brought 
you the pleasure of movies, made 


your automobile comfortable and 
safe, and given you labor-saving 


devices in your home.” 
Radio advertising will include 20 
spot announcements scheduled for 


/release along with the newspaper 


copy. Car cards, direct mail and 
outdoor advertising will also be 
used. 


Bob Willier, advertising manager 


WISHES COME TRUE 


WITH ILLUSTRATIONS WHICH ARE 
CHOCK FULL OF DRAMA AND STORY VALUE 


1 free 0-page ita 
now available to all 1 2 
y b photog» j 
Write for your copy today. 
HAROLD M. LAMBERT 


STUDIOS 


7240 OGONTZ AVENUE 
PHILADELPHIA, PENNA. 


of the Wabash Railroad and chair- 
man of the club’s advertising-con- 
sumer education committee, is in 
charge of the campaign. Other ad- 
vertising clubs are invited to send 
ior proofs of the copy used here. 
Mats are also offered at cost. 


CHICAGO CLUB PLANS 
TEXTBOOK PROBE 


Chicago, Sept. 28—The Chicago 
Federated Advertising Club has 
initiated plans for an investigation 
as to the extent, if any, of anti- 
advertising textbooks in Chicago 
schools and colleges, it was learned 
here this week. 

Plans for the investigation are 
still in the formative stage under 
direction of Elon Borton, advertis- 
ing manager of LaSalle Extension 
University and club president, and 
Frank McClure, Critchfield & Co., 
chairman of the committee. 


BBDO Again Places 
Most Copy in 
Business Papers 


New York, Sept. 28.—Associated 
Business Papers, Inc., announced to- 
day that Batten, Barton, Durstine & 
Osborn was again the _ leading 
agency in placement of business pa- 
per copy during 1938. 

This agency placed 2,901 pages in 
ABP papers during the year, as 
compared with 3,880 in 1937. The 
decline is attributed in part to the 
fact that 152 papers reported in 
1937 as compared with 140 last year. 

G. M. Basford Company retained 
second place, placting 1,694 pages 
in 1938 as compared with 2,062 in 
1937. Third place went to Fuller 
& Smith & Ross with 1,401 in 1938. 
This agency was fifth in 1937 with 
1,409 pages. 

N. W. Ayer & Son was again in 
fourth place with 1,243 pages as 
compared with 1,479 in 1937. Buchen 
Company, third in 1937, was fifth in 
1938, placing 1,231 pages as com- 
pared with 1,516 in 1937. 

The J. Walter Thompson Com- 
pany moved from seventh to sixth 
place with 1,020 pages as compared 
with 1,206 in 1937. Lord & Thomas 
dropped from sixth to seventh place 
with 962 pages in 1938 and 1,403 in 
1937. 

Ketchum, MacLeod & Grove went 
from 13th to eighth place with 771 
pages in 1938 and 834 in 1937. Gris- 
wold-Eshleman Company had ninth 
place, instead of tenth as in 1937, 
with 750 pages in 1938 and 1,024 
the previous year. Campbell-Ewald 
Company dropped from ninth to 
tenth with 747 pages in 1938 and 
1,045 in 1937. 


B. F. Bingham Resigns 


B. F. Bingham has resigned as 


leditor and advertising manager of 
lthe American Gentleman and Sar- 
|\torial Art Journal, New York. 


eries of short advertising 
ecords of the 
January 


Only one out of 
every four of the 
top twelve mag- 
azines carried ad- 
vertising for this 
product — Maga- 
zine D, Magazine 
H, and naturally, 
TRUE STORY. - 


a@ True Story Magazine has consistently 

shown in many studws to have the highest 

ndex of advertising readership of all the 
, major magarines. 
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ADVERTISING AGE 


“Gentlemen, what business 
needs today is...“ 


Many a leading business man, in the past few 
years, has said ...“Business should do a better job of 
selling itself to the public.” We agree. 


Frequently, these men have added ...“And one of 
the best ways to accomplish this is through advertis- 
ing.” Again, we agree. 


But we do not think that the spending of large 
‘ums in institutional or public-relations advertising 
's the whole answer. Product advertising can play a 


Part, too. It can be so designed and executed that it 


carries a plus of institutional value. It can sell a prod- 
uct in a way which engenders respect for the com- 
pany which makes it and confidence in business as a 
whole. 


On the other hand, product advertising can sell in 
such a destructive way that it casts a negative reflec- 
tion not only on the maker of the product, but, by 
implication, on business as a whole. 


Has the advertising of your company a plus or a 
minus institutional value? 


Young & 
Rubicam, Inc. 


ADVERTISING 


New York - Chicago - Detroit 
San Francisco + Hollywood + Montreal 
Toronto 
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ADVERTISING AGE 


October 2, 1939 


New and Old Names 
Among Direct Mail 
Leaders for 1939 


New York, Sept. 29.—Direct 
mail’s roll of honor—the 50 Direct 
Mail Leaders—was announced here 
last night at the closing session of 
the Direct Mail Advertising Asso- 


Number Seven of a series of short ad- 
vertising True Stories culled from the rec- 
ords of the Publishers’ Information Bureau, 
January through September, 1939. 


Just one of the 
twelve leading 
magazines carried 
the advertising of 
this product. Can 
you guess which 
one? Correct! 


TRUE STORY. 


a7 True Story Magazine bulks its exclusive 
circulation among that kind of people who 
must be the only important source of future 
sales growth for most American manufac- 
turers. 


ciation. Presentation of the leaders, 
with the current list showing many 
new names as well as previous win- 
ners, was made by Dr. Kenneth 
Dameron, of Ohio State University. 

Several] other awards were also 
made at the banquet. These in- 
cluded the President’s Cup, offered 
by L. Rohe Walter, DMAA chief, 
which was given to Servel, Inc. 
H. S. Boyle, sales promotion man- 
ager, was cited as the creator of 
the Servel campaign. 

The Effective Letters Cup went to 
Cabin Creek Consolidated Sales 
Company and H. V. Miles, adver- 
tising manager; the Curtis 1000 Cup 
for promotional use of envelopes to 
Food Industries and J. W. Robert- 
son, promotion manager; the Re- 
porter Cup for showmanship to the 
Philadelphia Record and Richard L. 
Laughlin, assistant publisher. 

The 50 Direct Mail Leaders and 
the men responsible for the cam- 
paigns were as follows: Abbott 
Laboratories, Charles S. Downs; 
Aetna Life Insurance Company, 
C. V. Pickering; American Airlines, 
Charles M. Rheinstrom; American 
Bemberg Corporation, Theodore 
Wood; Austenal Laboratories, John 
B. Mannion. 

Bankers Life Company, J. H. Mc- 
Carroll; Bausch & Lomb Optical 


AT THE DIRECT MAIL ADVERTISING ASSOCIATON CONVENTION 


At the direct mail meeting last week were (left to right): D. P. Ely, Ohio Farmer's Insurance Company; Jarvis W. Mason, 

National Fire Insurance Company; D. N. Conklin and G. Tonachell of Poor's Publishing Company; R. C. Berger, Connecti- 

cut Mutual Life Insurance Company; David F. Beard, McGraw-Hill; Homer J. Buckley, Buckley, Dement & Co., Chicago; 
and E. J. Poag, assistant general sales manager of Dodge. 


Left to right are Ralph P. Thompson, Perrin & Thompson, Inc., Winterhaven, Fla.; B. A. Bruns, The Billboard; J. A. Adams, 
American Mutual Liability Insurance Company; John Walker, Postal Life & Casualty Insurance Company; Miss N. M. Eby, 
Postal; George Pfeiffer, 3rd, J. B. Lippincott Company; Charles Irwin, Dickie Raymond; Frank L. Egner, McGraw-Hill Book 
Company; John H. Sweet, Poor's Publishing Company; Paul T. Babson, United Business Service, and Troy M. Rodlum, 


Washington, D. C. 


Company, M. C. Williamson; George 
A. Breon & Co., Wilson D. O’Con- 


nell; Broadway-Hollywood Depart- 
ment Store, Elsa Peterson; Carey 


It’s the HE and the SHE of it! 


Ir somesopy will lift up the corner of a 
convenient incinerator can, we'll drop a 
couple of Alleged Thinkers into it. 


What we mean is this: We keep hear- 
ing that there’s no more housekeep- 
ing to be done. Just plain nonsense. 


Sure your GRANDMA had to get up 
early and milk the cow and make the 
soap and set the bread. And after whip- 
ping a stubborn wood stove into a whim- 
per she’d start the preserves boiling. 


Bor we know a little new-day wife 
who could make her grandmother scream 
for help. This young modern works eight 
hours a day in an office. And after that, 
for another eight hours, she keeps house 
—and glories in it. Why, she wouldn't 
trade you a minute of that second eight 
hours for all the emancipation of women 
in the book. 


Furthermore, she doesn’t intend to 
keep up that business grind all her life. 
One of these days, she hopes, she'll start 
buying pink-and-blue ribbon and be so 
gloriously happy about it that every 


“career” girl from here to breakfast will 
grind her teeth in frustrated envy. 


Then the housekeeping will begin in 
earnest. This little missus will have to 
learn ten thousand things grandma never 
knew about. Her house will be cleaner, 
better managed, run with more brains 
but with no less attention or concentra- 
tion. Her chances of bearing and saving 
her child are far better than in the ’90’s 
—because she knows how to do things. 


WHERE DOES SHE LEARN ALL THIS? 
How does it all happen? Well, she gets 
some of it in school. She gets more from 
her mother. Not much that’s new, how- 
ever. The government may furnish her 
with a pamphlet or the services of a 
Miss So-and-So-who-has-a-theory. 


Burt most y this grand little realist will 
turn to a good woman’s magazine. An 
“‘old-fashioned woman’s’’ magazine, 
if you will. One that still believes in 


kitchens and washing machines and 
brooms and things. 


SHE WON’T TURN DRUDGE. She won’t 
forget her rouge and nail polish. All that 
is in the same magazine. 


But she’ll make papa’s salary roll two 
ways to the penny. She’ll cut corners and 
turn tricks that will strain your credu- 
lity. She’ll find out the best brands and 
how to buy ’em—the best methods and 


how to apply ’em and the best bargains 


and where to get ’em. 


He WILL BE AS PROUD OF HER—and as 
careless about showing it—as grandpa 


was. He will go on being a man and She 


will go on being a woman this genera- 


tion and, it is to be hoped, for a couple 
of thousand generations more. God bless 


‘em both! 


Good Housekeeping Magazine, with 
all its testing and all its guaranteeing of 
the products in its pages, is glad to be 
the source of what She seems to have 


learned so suddenly. 


And a hundred years from now Good 
Housekeeping may go the way of Godey’s 
Lady Book or it may be delivered by 
rocket cars. But then, and long after 
then, there will still be some enlightened 
way of helping the “‘She’s” be the kind 
of housekeepers that make the “He's” 
the same lovable, clumsy and depend- 
able partners in the only really impor- 


tant business in the world. 


ha beblishew 


Goop HousexeePinc MAGAZINE 


Good Housekeeping Magazine awards a Seal of 
Approval to household appliances, equipment, 
utensils, soaps and cleansers which pass the 
GOOD HOUSEKEEPING INSTITUTE tests for quality, 
efficiency and service . . 


. Likewise, foods, cos- 
' metics and a limited category of pharmaceutical 
supplies which meet the chemical and “practical- 
use” tests of GOOD HOUSEKEEPING BUREAU are privi- 


appears in each issue of 


a reader confidence which 
for Good Housekeeping’s 


publications in volume of 


leged to display the Bureau Seal of Approval 
. « « The GOOD HOUSEKEEPING ADVERTISING GUARANTY 


Good Housekeeping 


on page 6. These unique services have instilled 


is largely responsible 
outstanding advertis- 


ing success. Today it leads all other monthly 


advertising. bad 


Salt Company, R. G. Streeter; Car- 
ter Chickery Company, Otis A. Car- 
ter; J. W. Carter Company, D. Gray 
Simpson; Caterpillar Tractor Com- 
pany, P. C. Smith. 

Central Manufacturers’ Mutual 
Insurance Company, Paul W. Pur- 
mort; Ciba Pharmaceutical Prod- 
ucts, Inc., A. Douglass Brewer; Con- 
solidated Edison Company of New 
York, Inc., Henry Obermeyer; 
Creamery Package Mfg. Company, 
Fred G. Jones; Duplex Envelope 
Company, Edgar D. Brooke; Good- 
all Company, Elmer L. Ward; M. A. 
Hanna Company, Frank G. Frey. 

Hardware Mutual Casualty Com- 
pany, Paul G. Parkinson; Hercules 
Powder Company, M. R. Budd; 
Hotel Jefferson, Carl E. Roessler; 
Instructor Magazine, George Rum- 
age; Iron Fireman Mfg. Company, 
Dale Wylie; Kimball Laundry Com- 
pany, A. L. Jacobberger; Lane Pub- 
lishing Company, Jesse E. Thrash; 
MacNeil and Moore, J. C. MacNeil. 

McGraw-Hill Publishing Com- 
pany, Miss J. E. Carrig; Merck & 
Co., Inc., D. W. Coutlee; Mutual 
Broadcasting System, Robert A. 
Schmid; National Broadcasting 
Company, Chicago office, Emmons 
C. Carlson; National Broadcasting 
Company, New York office, E. P. H. 
James; National Broadcasting Com- 
pany, Washington office, John H. 
Dodge; National Cash Register Com- 
pany, R. H. L. Becker; New Orleans 
Jewish Welfare Fund, Jules Paglin. 

Northern Electric Company of 
Canada, D. E. Bankart; Northmont 
Hosiery Corporation, C. Hunter 
Biehl; Oklahoma Publishing Com- 
pany, J. I. Meyerson; Postage Meter 
Company, W. R. Greenwood; RKO 
Radio Pictures, Inc., Leon J. Bam- 
berger; Railway Express Agency, 
Inc., K. N. Merritt; Remington 
Arms Company, Inc., R. H. Cole- 
man; Shell Oil Company, Inc., G. G. 
Biggar; B. F. Sturtevant Company, 
J. C. Thompson; and Sugar Beet 
Products Company, E. N. Andrews. 

Thirteen other companies _re- 
ceived honorable mention. 


Campaign for Blinds 

Western Venetian Blind Company, 
Chicago, has launched a campaign 
in House Beautiful, House & Gar- 
den and Interior Design & Decora- 
tion. A trade campaign has also 
been inaugurated. Critchfield & Co., 
Chicago, is the agency. 


Number Eight of a series of short advertising 
True Stories culled from the records of the 
Publishers’ Information Bureau, January 
through September, 1939. 


Advertising for 

GR lJ f N this premium 
priced product 

K OES was directed this 
W ‘\\ year at only three 
\ big magazine aud- 
Ke) iences — wre 

3% @ zines G and 

RSE (both are week- 
A lies) —and TRUE 
STORY. . : 


ato True Story Magazine, with the highest 
readership of its advertising pages, and with 
the most exclusive circulation, has the low 
est basic advertising rate among leading 


magarines 


Di Be _— _— se 


j 


De bard 3 ae: Cae on neg 3 bs Kaa 4 Z se ; mus 7 at in — pe ™ reasutalera. 7 z, etre tS oi) ye 5 — with 
i. J | es a 
3 | mS ae : 3 ee ee ets f : a = = ki 
i fo & 1% cl ios es 
rs a, a i, a? | 6 Ge | 
—— 
iain —_— ——— a . 
S g* @h.'.9% | 8$@. . 
am ———— 2. -& - . _ ia ae tye ihe Gas wet ae £ ; 
_ = Fit sy > - od f « ; . 4 es ‘ <i te . ; a Oe ‘Vad , ee is { os i ; * * we 
Bae woe ee ! rs eo oe a oo / 
ss ee. << WE week - oe 4 ie Ce 
Row ee: “i ee ety, 
ae y/, 4 os 
, NZ ; 
7 24 
; ee _______________§__________________________} 
os — 
<a oe ne 7 SOeeeeeeeeeeeel—=—q@aaqaEEeEE=S=aDnDBQQNveee_em_e_e_eqQVTw—NVuq7_q™_—™=sS=_—eE—__es=0C3q0$ua_—GeGo—ee———V—_—_—V—_—C——_—S————SSSS—_——_—_—_—_—_—_—_ q 
4 ee 
o | : 
a ra . a | 
:  . ‘\w 2 | 
a Y Ys fr" \ 2 
‘a yy, gO s 4 ! | 
_ | ae \\ 
| % a ae?) AVE 7 / ( \ | | 
ts: we fe ) e pe (° ys? 
CC ;/—~ J > ~ q 
i HON = {3 ; : N. 
; sano SL De A | b 
sites =e Wy, — yi Qe | j 
_ gam a. Ae i 
” A gg /f . j. \ ” L | j 1 
a (i Ww " | iq 
i ail ae \ ry . ; 
fi * \y — | qi 
= ey, iz ; . | 4% : 
— {AD % - | er i 
beret) “ws A 
- LE — 
x AN ges 7 
cheba: . hae FSO a . 
” m 
¥ j ay 
“3 — AIM, C50. \ es f 
hs  & aa ‘ 
i \\ : Y ox st 4 ' 
' ly es ) a 
ee | \ —" ((\) | q 
ee ee | 
A a3 . = 
— d 
t 
ae | ¢ 
My ee : 
ee V| 
a hte Se 
i ™ 
of a 7] 
eat m , 
‘i ae a rs WEE age ' a = ‘ee PR BD Bs eh ae Ae me ; ese ie. 


(Advertisement) 


MIRROR 


aa aE MAGAZINE SECTION suNDaY OCTOBER 1, i530 


> a 
‘ii ‘ee ' 


Bian ond skit at tap- George White's “Scandals,” 
ar oa have made Ann the Broadway sensation of the 
youthful principe! ia 
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Retail and National Advertisers 
have found that advertising in the 


SUNDAY MIRROR MAGAZINE 
produces Excellent Sales Response 


A pioneer among newspaper supplements to be pub- 
lished in color gravure, the Sunday Mirror Magazine 
demonstrated quickly the interest its editors had pro- 
vided for readers. Appearing on newsstands in New 
York as the outside section of the first issue of the 
Sunday Mirror (January 10, 1932) the Sunday Mirror 
Magazine met with the immediate approval of readers. 
In 2 years the circulation reached over 1,000,000 copies 
—for the 6 months ending March 31, 1939 the A.B.C. 
statement shows 1,475,963 net paid. 


Every week the Sunday Mirror Magazine is published 
in aminimum size of 20 pages. Regular readers can rely 
on an adequate, interesting editorial content together 
with a full complement of women’s service features — 


cooking, beauty, patterns — as well as movie and book 
reviews. 


Retail Stores learned in late 1937 what advertising in 
4-color gravure would do to bring sales from readers 
of the Sunday Mirror Magazine. Sales soared — as did 
4-color advertising in the Mirror Magazine. The record 
for the past 3 years shows what retailers think of color 
advertising in this publication—and retail stores have 
placed more 4-color gravure advertising in the Sunday 
Mirror Magazine during 1939 than im all other N.Y. 
Sunday papers combined. Certainly this is evidence 
of a ready-to-buy and responsive group of families that 
can best be reached through advertising in the Sunday 
Mirror Magazine. 


RETAIL 4-COLOR LINAGE first g months 1939, 1938, 1937 


1939 


Mirror Magazine . . 142,200 


Allother Sunday Papers 87,154 


CC re 


Mirror's °/, of total . . 62. 
SOURCE: Media Records 


National Advertisers, using coupons and keyed copy, 
have found that 4-color gravure or monotone advertis- 
ing in the Sunday Mirror Magazine produces sales at 
extremely low cost — in many instances at a lower cost 
than any publications used in New York or in the entire 
country. There are a number of recent case histories of 
such response we would be glad to show you. 


Copy Testing has come in for greater attention among 
advertisers and agencies in recent years. Many have 
found the “split run” facilities of the Sunday Mirror 
Magazine provide an excellent means of pre-testing 
copy with a large cross section circulation at very low 
milline rates. “Split-runs” are available in monotone, 
2-color or 4-color gravure at regular line or page rates— 
there is no additional charge for this service. 


1938 1937 
122,200 | ,844 
181,986 36,924 
304,186 38,768 

40. 5. 


Advertising Rates. The Sunday Mirror Magazine 
provides milline rates for color gravure lower than 
those for black and white advertising in most publi- 
cations — lower millines than any “group”: 


Rate ‘— 
Four Color Gravure 
/ Page (100x5 or 167x3). . . . $1100 $1.49 
3/5 Page (200x3; 150x4 or 120x5): 1350 1.52 
Full page. . . sets. 2 1.36 
Full page (Back Covet este 1.49 
Center spread, lowerhalf . . . 2200 1.49 
Center spread. . . . . . . 4000 1.36 
Two Color Gravure 
250 lines or more, perline. . . 1.75 1.19 
Monotone Gravure 
Minimum 28 lines, Per.agate line . 1.50 1.02 


NEW YORK 


SUNDAY yy me MAGAZINE 


a &. G. aggro 
statement, months 
¥ ending March 31, 1939 


235 E. 45th Street 333 N. Michigan Ave. 
NEW YORK,N.Y. CHICAGO, ILL. 


7-245 General Motors Bldg. 
DETROIT, MICH. 


631 Market St. 
SAN FRANCISCO, CAL. 


Raga 


© 


~~? On, nara as 20; : ae SE et Or wast y : a ‘ te AS aa. sey he ag Se his ee Sg Ne al re = ee 2 . 
epee ri 5 » . J 5 Si . a i i: = es. 3 a as is opin e wa ‘ 4 - F x * cee 
‘siesitiy “+ 
etd 
i 
— 
a = 
a 
_ : 
an 
ae! Y 
; 
a . fh 
éy BS , 
rr # 
oe § 
Fie core bade if 
s- 2 é 
, 
7 ; 
ery. 
ab i _ 
ae : 
ae 
yy A _ 
a 
Ps wi 
i 
— AG 
os “a 
soe ge 
eS 
=e 7? ie 
i Sa 
ee 
tk a 
ea 
er q 
i te _, 
ane Piogh 
r 
. 
es 
- Pt vy 
tas: x 
ag 
7 
! : ’ 
“<p? \ 
if 
ie ti 
eee 
eter 5 al 
lik 
7 ied ‘ 
Bs * Bom 
rae ore 
ies (pe 
i 
+ ee 
A dh .. 
ae 
+ pees: 
— a 
1 nia 
7 
: ie 
. 
1 gl ae 
oe 
ne a a 
iy 
> a 
or lt re 
2) sila 
+ —_—_—_Ce  -  - 
Me oe 
ee 
he ae 
ng ee 
a, ae 
: bay as 
ae 
2 as cant 
! ee es ————e 
eee 
erin: eat 
ta i< 
oleae 
on a a 
oy 7 foe 
a, 
.. ie 
Re (a 
Sees. 
Se a a 
ve tr 
— “a 
oy cates Ste 
ae Oe 
ick 
. = 
ba "% 
ys ee 
-% 
Te i oe 
a i 
th id ang 
HG y 5. 4 
et) * 7S 
oe 8 
‘ae ; 
a af 
a Bis 
a 
} iA, 
: Foi eg wa 
aie 
a 
f 
ez ee 
‘ Malc 
ae oy ae ¥ 
pes , 
= 
¥ rn ee Po Po 
ore 
, Paes, 
ha + 
ae 
oe Ey eN 
mae ’ 
‘a, “< ; sf 
Ba ee i ¢ “ , * - z - , - - 
ok ye ie . <3 s f : . ose He AN 9 o? ’ na - . 7 v / 
* = : ts a HE ma es : Ee A pre a ee Bas : : & ete aah 4, oA ge 3 . - s i we sy - ; : ue BF 
: sag oe 1 mS e. . : j ve.  .. =m J * 2 ¥ i at Ng 2 ae an 
4 oa 2) ae & 3 PoP ie 
i - 2 : P * me it od ie 


a aa 


October 2, 1939 


——— 


ADVERTISING AGE 


"A FRIEND INDEED" 


J.B. Williams Is 
Latest Convert fic jen Boo” 
Dry Shaver Field | wexrcczrezs 


Acquires Distribution | 
Rights to Roto-Shaver; 
Sets Price at $13.75 


Glastonbury, Conn., Sept. 27.—J. B. | 
Williams Company, maker of shav- | 
ing preparations for nearly a cen-. 
tury, has acquired distribution | 
rights to Roto-Shaver electric razor, | 
and will aim consumer promotion | 
of the product at the Christmas | 
market, it was revealed here today. | 
Announcement copy to the drug and | 
department store trade broke in two | 
papers this week. 

A magazine campaign will be 
launched with a full-page insertion | 
in the Oct. 16 Life. The schedule | 
will be expanded later. J. Walter | 
Thompson Company, New York, | 
which is in charge of advertising of | 
Williams shaving cream and other | 
toilet requisites, has been appointed | 
to handle Roto-Shaver promotion. | 

| 


Credit Sales Eliminated 


Roto-Shaver will retail at $13.75, 
and will be sold principally in drug 
and department stores. J. B. Wil- 
liams will not permit it to be han- 
dled by stores which feature small | 
unit time purchase plans, which | 


means that no credit jewelers will Issues Artists Annual 
stock the product. | Guild Artists Bureau, New York, 
Announcement copy to the trade|a subsidiary of the Artists Guild, 
termed Roto-Shaver “America’s fin-| has published the Artists Guild An- 
est electric razor.” It is being ad-|nual, containing a complete list of 
vertised as “a real electric razor . . .| Guild -members along with repre- 
not a miniature hair clipper.” A |Sentative drawings. The bureau was 
one-year unconditional guarantee | recently organized to act as a link 
accompanies each sale, and it ofa ee, oe - sd -— 
claimed that no “breaking in” pe-| Copies of the annual are being dis- 
riod is necessary. tributed to agency art directors and 
Roto-Shaver was formerly a com-| buyers. 
panion product of the Packard 
shaver, both having been sold by | Life Savers Out of Fair 
Progress Corporation. Roto-Shaver| [Life Savers Corporation, Port 
was originally marketed at $18.75,| Chester, N. Y., no longer sponsors 


Regardie: 


Thus is the funeral director described 
who is a member of “The Open Door" 
group, sponsor of this newspaper and 
magazine copy in what is hoped will be a 
three-year, $1,000,000 campaign. 


the highest price in the field, but| the parachute jumping concession at | 


was reduced last fall to $12.50 when 
most major companies slashed their | advertising contract was cancelled 
prices. 'by mutual consent of Life Savers 

This spring, O. H. Lesser, formerly | and International Parachuting, Inc., 


president of Bost Tooth Paste Cor- | New York. 


poration, acquired distribution an . 
rights to both Packard and Roto- Two Stations Join MBS 
Stations WEBC, Duluth, Minn., 


Shaver for Fairfield Mfg. Company, : 
and WDSM, Superior, Wis., have 


of which he is president. He will } . 
become affiliated with the Mutual 


the New York World’s Fair. The 


ing Machine Com- 
pany selected just 
two of the twelve 
leading magazines 
for their advertis- 
ing — Magazine 


continue to handle the sale of the ; ae ; 
Packard, he declared today, through beeper oe The — 
Samuel G. Krivit Company. Adver- ber o einentuadiandbentes : 
tising plans are being considered. 9 (=== 
| Number Ten of a series of short advertising 
Schick-Packard Settlement | True Stories culled from the records of the 
| Publishers’ Information Bureau, January 
Further shaver news was made | through September, 1939 
in New York last week when the 
long litigation in which Schick Dry 
Shaver, Inc., charged Packard with | 
patent infringement, was ended by 
an out-of-court settlement of $150,-. 
000. The original court case between | 
Schick and Packard was one of 
those which figured in the recent 
judicial scandal here, which re- 


sulted in the conviction of former L and TRUE 
Judge Martin T. Manton on bribery STORY. 
charges. 

Schick also announced this week | ## True Story Magazine, purchased mainly 
+} I housewives, is the only major 


women s 
readership 
Starch). 


t it had appointed Sutton News 
New York, to handle its 
publicity. Lennen & Mitchell handles 
advertising. 


Day Names Hicks 


Day Brothers, New York, retail 
‘urrier, has appointed Hicks Adver- 
Using Agency, New York, to direct | 
its advertising. 


nagazine 


“91 


that gets % hol famuil 
service, men read every 100 copies” 


Include Historic 
Philadelphia in 
Your Itinerary. 


r Nine of a serics of short advertising 

Stories culled from the records of the 

: s Information Bureau, January 
ivowoh September, 1980 PHILADELPHIA 
Of the twelve social, commercial and amusement life 


leading magazines, centers around this famous hotel geo- 


eight did not carry graphically and traditionally. Its food is 
this advertising. 
The four that did 


were Magazines, 


D, H, L and §ELLEVUE-STRATFORD 


world-renowned, its service is perfect 


—oand rates are reasonable. 


TRUE STORY. 
CLAUDE H. BENNETT, General Manager 
stor Magazire ts vead hy more 
ers « young children than any other 
m the world. 
' a? ‘xf ¥ eS ri. ‘Gs 
* a len hei eae % oa 


iy The Singer Sew- 


Funeral Directors 
Launch First Copy 


in 3-Year Drive 
Boston, Sept. 28.—Magazine and 


publican and Worcester Telegram. 


American Funeral 


Director and 


ing used. 


of the program in a three-year pe- 


selected group of funeral directors | 
to publicize their services in what 
is hoped will be a three-year, $1,- 
000,000 campaign, it was learned 
here today. 


vertising purposes. 
| directing the drive and copy is be- 


| Company. 


} 
The program is the result of an | 


intensive study made by Wray p, lwo for Cantor = 
White, public relations counsel, as| Solis S. Cantor Advertising 
to the ways and means of increasing | 
public confidence and elevating pro- 
fessional standards among funeral 
directors. The theme line of the /Chemical Corporation, Philadelphia, 
copyrighted emblem which is an in-| has also named the agency to direct 
tegral part of all advertising is “The!a newspaper and magazine cam- 
Open Door,” as shown on a photo- | paign. 

graph of an open chapel. 


Copy points out: “ ‘The Open Hunter Named 
Door’ of service anticipates every 1 Siete ieee Oe 


detail — provides , for ev wer 8 need | has been appointed supervisor of the 

and is a professional service that /newly established art department of 

is important—but is not expensive. |Mackay & Savary Advertising Serv- 
Copy is currently appearing in| ice, Calgary, Alta. 


Good Housekeeping and National ———————— 
Reeve Sign Expands 


pointed to handle a newspaper, ra- 
'dio and outdoor campaign for the 
Fred Beebe Rodeo. The Dosch 


Geographic and the following news- 


papers: Boston Globe, Herald and Reeve Si ‘ 

: gn Company, outdoor 
Post, Bridgeport Post, — Hartford | advertising, has moved to larger 
Courant, New Haven Register, New ‘quarters at 651 Bergen street, 
York Times, Portland Telegram, | Brooklyn. 
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FULLER & SMITH 


CLIENTS 


Casket and Sunnyside are also be-| 
Plans are based upon expansion | programs. 
; riod and it is estimated that by 1941, ) L 
newspaper copy will be used by a) $1 990,000 will be available for ad-| the Columbia Broadcasting System 
Mr. White is| 


ing placed by the Church Green| 
| 


Agency, Philadelphia, has been ap- | 
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| Providence Journal, Springfield Re- | WOR Promotes Seebach 


Julius F. Seebach, Jr., since 1935 


director of program operations for 


Station WOR, Newark, has been ap- 
pointed vice-president in charge of 
He first joined the sta- 
tion in 1925 as an announcer and 
after three years resigned to join 


where he remained until four years 
ago. 


Gets Lite Products 
MacDonald - Potter, Chicago, has 
been appointed to handle the ac- 
count of Lite Products Corporation, 
Chicago, manufacturer of electric 
wallpaper removing equipment. 


Number Eleven of a_ series of short ad 
vertising True Stories culled from the rec- 
ords of the Publishers’ Information Bureau, 
January throuah September, 1939. 


Just three of the 
big twelve earned 
this business. 
They were Mag- 
azines H and L, 
and, naturally 
enough, TRUE 
J 3 ae 


a” True Story Magazine, which is the only 
major magazine that, generally speaking, 
doesn't come into the homes of advertising 
executives, is the only magazine to bulk its 
circulation, in America’s Wage Earner homes. 
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Aluminum Company 
of America 

The Aluminum Cooking 
Utensil Co. 


Aluminum Ore Company 


In 1938 we 


ranked third 


Aluminum Seal Co. 


| 


among all agencies in vol- American Can Company 


American Lumber 
& Treating Co. 


American Magnesium 
Corporation 


ume of advertising placed in 


business papers (members he Aoctn temnes 
The Bassick Company 
The Bryant Electric Co. 
The Bryant Heater Co. 


Central National Bank 
of Cleveland 


Chase Brass & Copper Co. 


of A. B. P.). We believe 


business paper advertising 


& Leather Company 
P. & F. Corbin 


NEW YORK n 


eS ee ae ee 


Mark Cross Company 


The Crowell-Collier 
Publishing Company 


Detroit Steel Products Co. 
B. F. Drakenfeld & Co., Inc. 
Emery Industries, Inc. 
Firth Carpet Company 
Fostoria Glass Company 
General Stokers, Inc. 


The B. F. Goodrich Co. 
—Brunswick, Diamond, 
Hood and Miller Tires 
—Goodrich and Miller 
Drug Sundries 


Hotels Statler Co., Inc. 


Kensington Incorporated 
of New Kensington 


The Leisy Brewing Co. 
Lewis & Conger 


Olney & Carpenter, Inc. 
The Pennzoil Company 


ee pen es 7: ng ty 
ites te as ig of Lh ates, 


Presto Recording Corp. 
Steel Founders’ Society 
of America 


The Strong, Carlisle & 
Hammond Company 


The Trundle Engineering Co. 

University School 

Virginia Hot Springs Co. 
—The Homestead Hotel 

The Ward Products Corp. 


Westinghouse Electric 
& Manufacturing Co. 


Westinghouse Electric 
Elevator Company 


Westinghouse Electric 
International Company 


Westinghouse Electric 
Supply Company 


Westinghouse Lamp Div. 


pays, and think we know Cleveland Fruit Juice Co. Lincoln Bag Company Westinghouse X-Ray Co. 
The Cleveland Railway Alice Marks, Inc. West Penn Power Co. 
how to make it pay. ay The National Screw & The WGAR Broadcasting 
“ The Climalene Company Manufacturing Company Company 
Commoaweelth Shee New York University WJR The Goodwill Station 


The Wooster Brush Co. 
The Wooster Rubber Co. 


CLEVELAND 


1501 Euclid Avenue 
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ADVERTISING AGE 


October 2, 1939 


McMillan Reviews 
Legislative and 
Legal Situation 


Chicago, Sept. 27.—A comprehen- | 
sive review of the legal and legisla- 
tive situation, as it affects advertis- | 
ing and selling, was presented to 
the Chicago chapter of the Amer- 
ican Marketing Association last} 
night by G. S. McMillan, secretary, | 
Association of National Advertisers. | 

Mr. McMillan pointed out that all | 
bills before the last session of Con- 
gress which have not had action 


| 
series of short ad- 
culled from the rec- 
Information Bureau, | 
1939 


Twelve of a 
True Stories 
Publishers’ 
September, 


Number 
vertising 
ords of the 


January through 


Only three of the | 
twelve major mag- | 
azines carried this | 
schedule this year. 
The 


were magazines H,| 


magazines 


L. and True Story. | 


n° For the past eight years more drug store 
product advertisers have used True Story 
than any other magazine published. 


completed upon them retain their 
status during the present session 


| and the regular session to begin Jan. 


1, and that included in this group 


|are about 100 bills affecting adver- 


tising and merchandising which 
should be watched carefully. 

He also emphasized the need for 
a careful watch on state legislative 
activity, declaring that there is a 
widespread inclination for state leg- 


islation to follow the example set) 


in Washington. 
Trademarks in Limelight 
Mr. McMillan reviewed the provi- 
sions of numerous acts, such as the 


Neff to Pan-American; 
Buchner with United 


W. H. Neff has resigned as New 
York press representative of United 
Air Lines to join the Atlantic divi- 
sion of Pan American Airways. He 
has been succeeded by Frank Buch- 
ner, aviation editor of the Newark 
Ledger. 

Before joining United, Mr. Neff 
|was aviation editor of the Wall 
Street Journal. 


| 


E. A. Hawkins Promoted 

E. A. Hawkins, general sales man- 
| ager, has been elected vice-president 
|of the Graybar Electric Company, 


| Replacement Market 
Held Proper Goal 
of Industrial Copy 


Chevalier Paints Rosy 
Picture for Future of 
Business Press 


| New York, Sept. 26.—The arrival 


Robinson-Patman act and the Food, New York. He has been with West-| of industrial marketing at a point 


_Drug and Cosmetic act of 1938, and/ern Electric Company at various | where expansive selling is yielding 


the work of his association and /|times since 1899 and was made gen- | to intensive merchandising—a stage 


others in connection with 
widespread attempts by states to 


|make mandatory the registration 
lof all 


trademarks in each state, 

under penalty of the loss of com- 

mon law rights in these marks. 
Everyone in advertising 


a trademark and how its value can 
be completely destroyed by un- 
wise use of the mark in advertis- 
ing, he said. He also discussed the 
Lanham bill, which has passed the 
House and is now before the Senate, 
which would set up a wholly new 
federal trademark law. 


when the supply division became 
Graybar Electric. 
| 


Uses College Papers 
| Kaywoodie Company, New York, 


and|is using 100 college newspapers,|tors portending 
marketing should become more fa-| through National Advertising Serv-|great develop- 
miliar with what really constitutes | ice, New York, in a fall campaign | ment of the busi- 


for its pipes. H. M. Kiesewetter, 
New York, is the agency. 


Gar Young Changes 


Gar Young has resigned from 
Geare-Marston, Philadelphia, to join 
Smith, Kline & French Laboratories, 
Philadelphia. 


WHERE Thee Villon Eleitiical Seward 


Help Wanted—Reliable electrical appli- 
ances, by homemakers of the Golden 
Horseshoe! Last year, within this super 
market blanketed by WJR in Detroit and 
WGAR in Cleveland, folks purchased more 
than two and one-half million electrical hired 
hands, totaling more than forty-eight million 
dollars in retail value. Believe it or not, here's 
an electrical appliance market greater than 


THE GREAT 


WILL FIND J 


New York City 


STATIONS 


Ww-J-R 


THE 


} 
GOODWILL STATION & 


OBS IN 1940 


... and still increasing! Ever- 
increasing is our present automobile owner- 
ship, now greater than any single state; our 
grocery bill of three-quarters of a billion annu- 
ally; our population of eight million spenders. 
And ever-increasing too is the number of 
advertisers who are meeting new radio 
success on two successful radio stations... 


WIJR and WGAR, of course! 


GREAT LAKES 


the |eral supply sales manager in 1926 | attained by con- 


|sumer products 
|several decades 
|}ago — was set 
\forth yesterday 
|as one of the fac- 


ness paper as an 


(advertising me- - 
dium during the 
coming years. 

This thesis, presented by Col. Wil- 
lard T. Chevalier, publisher of 
Business Week, before the Dotted 
Line Club here, was based on the 
fact that industry now cannot hope 
to find new users for its products, 
but must seek profits from the re- 
| placement market. “It is no longer 
a question of selling a man who is 
building a plant and must have 
someone’s machines, but of induc- 
ing a manufacturer who has a ma- 
chine to replace it for one that is 
more efficient,” he declared. 

Drawing a parallel with consumer 
promotion, Col. Chevalier asserted 
| it is now necessary for the indus- 
trial advertiser to sell dissatisfac- 
| tion with old products and old ways 
|of doing things and convey the idea 
|of greater efficiency through new 
| equipment. 


Col. Chevalier 


The speaker also remarked that 
reader interest in the business pa- 
per field has grown to a point where 
the “fairly regular reader” has be- 
come “religiously avid’? about his 
publication. He attributed this boom 
in readership to the desire of busi- 
ness men to get facts of interest to 
their line of activity. 
| “In times of prosperity,” he re- 
|marked, “the response is ‘who the 
|h.... can tell me about my busi- 
ness?’ All of a sudden we come to 
a situation where nobody knows the 
answers and admits it. They grab 
every shred of paper, looking for 
facts, but find that general publica- 
| tions these days give them about 50 
per cent rumor and 50 per cent 
| propaganda. 
| “Finally they discover that their 
business papers can supply them 
|the answer to what is happening 
| today precisely in terms of their 
/own interests. What this means to 
\the advertiser is obvious.” Col. 
| Chevalier reported a tendency on 
|the part of business executives to 
read their industry paper more and 


| Readership on Upgrade 
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| “escape literature” less. Asserting 
|that industrial advertisements got 
more attention in publications in the 
field than in general magazines, he 
said that when executives actually 
wanted to “escape,” they didn’t 
want to talk business. 


Higher Education 


The speaker traced the develop- 
ment of the business paper from 
the time when everybody looked 
upon it as a “parasitic growth” and 
a “racket,” to its present state of 
respectability and service. He de- 
clared that the high degree of spe- 
cialization which exists in business 
today makes the business papers an 
extension arm of university training. 
He predicted that the next ten years 
would see fewer, but better papers 
in the field. 

Mason Britton, president of the 
Associated Business Papers, report- 
ed that his organization has appro- 
priated $5,000 for a research project 
on the subject of readership surveys. 
A special committee has been ap- 
pointed to conduct the activity, 
which will also include an evalua- 
tion of copy techniques. 


Ludlum Perfects 
and May Advertise 
Its ‘Metal Lumber’ 


| Pittsburgh, Sept. 27.—Allegheny- 
Ludlum Steel Corporation this week 
|}announced development of Ludlite 
| Bord, a new product described as 
“metal lumber” which may soon be 
backed by a national campaign di- 
|rected at both consumers and the 
building construction field. 

| Although actual advertising plans 
|have not yet been made, the new 
| product is expected to find a good 
'market in a field which stainless 
| steel producers have so far found 
| hard to enter, building construction. 
| It is also anticipated that the prod- 
uct can be sold to the home owners 
| themselves for use in making such 
| articles as sink-tops, fireplace fronts 
or closet linings. 

Ludlite Bord is made of thin stain- 
less steel metal with a heavy pres- 
sure cemented mineral backing. 
The latter is composed of asbestos 
fibers, volcanic clay, cement and 
calcined magnesite. Panels of the 
Ludlite Bord can be sawed, sheared, 
drilled or nailed. 

Walker & Downing is the Ludlite 
| agency. 
| 


“Scribner’s” to Combine 
with “Commentator” 


Scribner’s, which suspended pub- 
lication in May, will be combined 
| with the Commentator, New York, 
in one large-sized class magazine 
beginning with the November issue. 
The subscription list of Scribner’s 
was previously sold to Esquire. 

Francis R. Bellamy, publishing 
consultant, has been appointed edi- 
| torial director and general manager. 
The magazine will appear on the 
| stands Oct. 20. 


Laundry Names Iola 


Standard Laundry Company, Jer- 
sey City, has appointed B. D. Iola 
Company, New York, to direct its 
account. A campaign, emphasizing 
the laundry’s “14 Points of Service,” 
has been started in newspapers, bus 
cards and direct mail. 


To Frankel-Rose 


The Willems Company, Chicago, 
eyebrow balm, and Baker Novelty 
& Mfg. Company, Chicago, coin 
operated devices, have appointed 
Frankel-Rose Company, Chicago, to 
direct their accounts. 


Vumber Thirteen of a series of short ad- 
vertising True Stories culled from the rec- 
ords of the Publishers’ Information Bureau 


January through September, 1939. 


Advertising for 
this new product 
didn’t run in eight 
out of twelve ma- 
jor magazines. 
The list is: Maga 
zine C, D, H and, 
of course, TRUE 
ji! 4 re 


| 44° True Story Magazine alone of all major 
magazines concentrates its circulation among 
the nation’s Wage Earner Families. 
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SWEARING OFF 
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* Whatever the other effects, good or bad, if America swore off smoking 31 
weeks out of the year it would ruin the health of the tobacco industry. Yet 
last year the average national advertiser of tobaccos left his health ... and 
wealth...to the fickle clutch of habit while he swore off newspaper advertising 
for 31 weeks! 

Smoking is a daily habit and newspaper reading is a daily habit. But to 
sell his daily customers their daily purchases through the daily press the 


HABITS OF TOBACCO ADVERTISERS* 
IN NEWSPAPERS DURING 1938 


Analysis of tobacco advertising in The Daily Oklaho- 
man, morning and Sunday, is typical of practice in other 
large U. S. cities. 


average advertiser of tobaccos gave his product 30 puffs (each averaging 460 Number Tobacco Accounts, 1938 ............ 12 
lines) during 21 weeks of the year and then swore off to await another year. Average number weeks represented............ 21 
One advertiser .. . Camel Cigarettes . . . kept puffing away each of 51 ; 
Average number advertisements per year per account 30 
weeks and YOU know where Camels stood in sales. Sieh 
If, as Kenneth M. Goode points out, “Adequate repetition to the same Average linage per advertisement............. 460 
right people is the most important single element in advertising,” few na- Average total year’s linage.................. 13,806 


tional advertisers have scratched the surface of sales possibilities of which 
NEWSPAPER advertising is capable. Newspaper advertising will put your 
product over, if your advertising schedule is not over too quickly. 


1 
T 


“Cigars, Cigarettes, Tobaccos. 


@ This is one of a series of advertise- 
| ments sponsored by The Daily Okla- 
| 


E DAILY OKLAHOMAN e OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING ‘(hh 


7 ee 
OKLAHOMA CITY Ach) 5 


homan and Oklahoma City Times in 
the interest of a better understanding 
between advertisers, advertising agencies 
and publishers. 
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Editors and Advertisers 


A leading national advertiser was | own business. 


recently reported to have been 


checking up on the editorial poli- | sighted 


We are moving rap- 
idly in new directions, and the far- 


and courageous editor who 


cies of certain of its advertising me-| is expressing new ideas which may 


dia 
more extreme labor groups. 
quiries may have been 
proper, and without any intention 
of putting pressure on editors 
through their advertising depart- 
ments. 
was that editorial opinions on this 
subject might be a major consid- 
eration in the placing of advertising 
contracts. 

The editorial policies of publica- 
tions of all kinds, 
papers, magazines, farm papers and 
business publications, are of legiti- 
mate interest to advertisers, first in 
suggesting the type of readers who 
will be attracted by a particular ed- 
itorial content, and second, in de- 
termining the contributions which 
the medium may be making edi- 
torially to the advertiser’s market. 
These are logical considerations, en- 
tirely in line with the advertiser's 
objective of reaching the right peo- 
ple with the right message at the 
lowest cost. 

However, in this changing world, 
when social, economic and political 
ideas have been subjected to tre- 
mendous pressures from all direc- 
tions, it is dangerous for anyone, 
including an advertiser, to be too 
dogmatic in determining what is 
the right policy for any editor to 
pursue, even as it pertains to his 


But the impression created | 


including news- | 


with reference to some of the| be somewhat at variance with con- 
Its in- | ventional thinking is probably con- 
entirely | tributing 


more to future stability 
than if he were constantly treading 
familiar ground. 

A free 
it is 
sures 


press cannot be 
subjected to 
from 


free if | 
economic pres- | 
advertisers, any 
than it can be free under political | 
domination. We believe that the| 
great majority of advertisers real- | 
ize this, and that they refrain, as 
a matter of policy, from attempting | 
to interfere in the editorial 
ties of any medium. 


more | 


activi- 
The ability of 
any publication to serve advertisers | 
is in direct proportion to its abil- 


of readers first. 
the editor 
advertisers’ 


By suggesting that | 
submit his material for | 

okay, the latter may 
merely be 
readers’ okay. 

We are not suggesting that adver- 
tisers be indifferent to editorial ac- 
tivities and the effects which they 
have on readers and markets. We 
merely point out that when adver- 
tising pressure is put upon editors, 
the advertiser is taking the first | 
step in the destruction of editorial 
integrity and independence, upon 
which reader confidence and adver- 
tising values depend. 


Justifying Regulation 


ADVERTISING AGE for years has in- 
sisted that the avoid 
government regulation of advertis- 
ing and merchandising activities is 
to eliminate abuses through effec- 
tive self-regulation. The great 
growth of government control of 
advertising has been largely due to 
the failure of business 


best way to 


to provide 
the obvious remedies 

Many business men object to the 
surveillance of the FTC 
greatly augmented pow- 
ers given it by the Wheeler-Lea 
bill. Yet admitted that 


constant 
under the 


it must be 


there are than 


more enough spe- 
cific instances of bad practices 
rection, and which will be elimi- 
nated only through FTC action 


For example, the 
try at present is wondering what to 
do about the fake price label which 
manufacturers and 


bedding indus- 


some dealers 
seem to believe 
der to attract 


device of putting a 


‘is necessary in or- 
volume ale The 


$39.50 factory 


label on a mattress intended to be 
sold for $19.75 or some other popu- | 
lar price is common-place 

The manufacturer 
the standing of his 
order to tie 


cial 


who sacrifices 
own brand in 
in with a retailer’s spe- 
may get immediate busi- 
but in the long run the 
consumer can have very little confi- 
dence in either quality or price as 
indicated by that particular trade 
name If he is willing to connive 
in deceiving the consumer by call- 
ing a medium - quality mattress a 
high-quality product, by using a 
fake label, how can he 
that either his 
labels will be belie 

This is the 
merchandising 


sale 


ness, 


price hope 
advertising or his 
ved thereafter? 
kind of 
which 


short-sighted 
kills the es- 
sential element of advertising 
value, consumer confidence. And it 
is the sort which justify 
the type of regulation 
which American business is 
ow compelled to operate 


seems to 
government 
undet 


urging him to lose the| ! 


| whether they ever 
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| No. 1544. 


Information | 
for 


Advertisers 


The following documents may be 
secured without charge from com- 
| panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 


| letterhead. 


How Southern Farm 
Families Spend Their Money. 


Material in the Department of 
Agriculture’s “Study of Consumer 
Purchases” and National Resources 
Committee’s “Consumer Incomes of 
the United States” has been pro- 


| jected in this study by The Progres- 


sive Farmer and Southern Ruralist 
to provide estimates of the expendi- 
tures of Southern farmers for family 
living. Tables show expenditures 
by income group for food, clothing, 


Radio & Television Retailing 


"As a little special this month we are giving away four theater seats with every 
television set!" 


Ad-libbing 


Job Promotion 

Here’s the latest screwball pro-| 
motion piece from a job _ seeker. | 
As may be gathered from a casual 


PLEASE POST 


WANTED! 


eo 


HOWARD M {BABY FACE) PAUL 


Cane Me 40216 


a 


ity to interest and hold readers. bcd | 
,editor who is subservient to the | peor acl o | 
|advertiser cannot put the interests | mis asennad . 


perusal, 
of a “man 


it’s presented in the form 


wanted” notice. This 
man, Mr. Paul seems to think, “is 
wanted. But you are the one who 
wants him. Grab him off and col- 
lect your reward.” We're still in- 
trigued with stunts of this kind, 
probably due to our innate childish- 
ness, but we're beginning to wonder 
fulfill their mis- 
sion of landing a job. Can anyone 
tell us? 


Sugar-Coated War 


NBC has just issued an interpret- 
ation of NBC policies as applied to 
broadcasts during the current Euro- 
pean war, which is an excellent 
statement of the network’s efforts 
to keep the war within reasonable | 
air-wave bounds, but nevertheless | 
contains statements that strike us 
as extremely difficult to carry out. 

Generally speaking, the policy of 
the network will be to carry un- 
biased material, to “avoid horror, 
suspense and undue excitement,” 
and to likewise avoid descriptions 
of “hypothetical horrors,” such as, 
no doubt, invasions of New Jersey 
by the men from Mars. The news is 
to be presented, but it’s not going 
to be too stark and severe. For in- 
stance: 

“If broadcasts 
from scenes of battle, 


become available 
bombed 


areas, 


air raid shelters, refugee camps and 
so on, we will not deprive our audi- 


of the ability of radio to give 
it first hand information, but we 


ence 


|a pencil or 


will use tact and judgment to pre- 
vent such broadcasts from being 


unduly harrowing.” 

We shall be interested in hearing | 
a front-line broadcast of a major 
battle which is presented in such 
a fashion as not to be “unduly har- 


| rowing.” 


Write a Letter 


Once again the Post Office De- 
partment reminds us that National 
Letter-Writing Week is at hand. 
Last year we gave you a gem of a 
promotion piece developed by the 
postmaster in Nashville in a drive 
to pep up the use of special delivery 
service. Now the Chicago postmas- 


| ter solicits the cooperation of “news- 


papers, radio stations, business men, 
civic clubs, churches and other or- 
ganizations interested in efforts to 
create happiness or to promote pub- 
lic welfare” on behalf of the Second 
National Letter-Writing Week, Oct. 
1-7. 

“Don’t wait! Write a letter now,” 
he urges. “The phraseology or 
grammatical construction are not 
important. Misspelled words do not 
bother your friends. It matters little 
whether it is written with a pen, 
on a typewriter. 
old sheet of paper will do. 
you would talk.” 

And among the specific kinds of 
letters we are urged to write are 
notes to our favorite movie or radio 
star expressing appreciation for 
their program. 

(Note to editor: What about the | 
poor fellow who wouldn’t put eggs | 
in his whisky because he had no) 
one to write to?) 


War on Rug Front 


What war has done to the rug 
business was revealed in complete 
detail last week when Firth Carpet 
Company employed four-page space 
in the home furnishings edition of 
Retailing to explain “The War 
the Wool Embargo . and Your 


| Business.” 


The unusual copy began with a 
signed statement from H. E. Wadely, 
president of Firth, who pointed out 
that “every pound of wool suitable 
for rugs and carpets has always 
come from abroad” and that “the 
violent disturbances across the 
world have almost entirely cut off 
the supply of foreign wool.” 

Mr. Wadely said that carpet man- 
ufacturers in this country have a 
wool supply sufficient to last four 
or five months, but that prices are 
already high and seem destined to 
go higher. Firth has already been 
forced to make one price advance, 
and other seem “inevit- 
able.” He suggested that retailers 
pass this information along to their 
customers through newspaper or 
mail advertising, urging prompt 
buying 


increases 


Any | 
Write as | 


furnishings and many other classi- 
| fications. 


No. 1545. Exact Measurements of 
the Binghamton, N. Y. Market. 


Radio Station WNBF has issued 
this survey of radio listening habits 
in the Binghamton, New York, mar- 
ket, showing comparative figures on 
the number of listeners and per 
cent of listening audience for this 
and other stations. Conditions are 
| indicated by statistics on the indus- 
trial area’s weekly payroll. 


1546. Market Opportunities— 
1939. 


Lithographers National Associa- 
tion has issued this series of four 
booklets composed of the addresses 
given at the annual LNA convention 
in June. The series includes: (1) 
Industrial Management; (2) Adver- 
tising—its place in the American 
scene; (3) Trends and develop- 
ments in the food and drug indus- 
tries, and (4) Neighborhood mar- 
kets for lithography. 


| No. 


No. 1547. The Kansas Radio Audi- 
ence of 1939. 

Radio Station WIBH, Topeka, has 
issued this report of a study by H. 
B. Summers, of Kansas State Col- 
lege. The survey covers set owner- 
ship, economic status of families in- 
terviewed, listening hours, and sta- 
tion and program preferences, with 
all of the material tabbed for easy 
reference and illustrated with 
graphs, charts and maps. 


No. 1536. Pacific Coast Markets. 


Sunset Magazine, San Francisco, 
/has issued this booklet which con- 
tains an analysis of its circulation 
in California, Oregon and Washing- 
ton by counties and towns. 


Outdoor Man. 


This reader survey, issued by 
| Hunting & Fishing-National Sports- 
man, reveals the purchasing power, 
buying habits and general activities 
of the publications’ reader families 
The study shows an extensive mar- 
ket for all types of general con- 
sumer products, as well as for 
sports equipment. 


No. 1526. The Inside Story of the 
| 


No. 1528. KFH—That Selling Sta- 
tion for Kansas and Norther 
Oklahoma. 

Interestingly and profusely illus- 
trated, this new brochure issued b) 
Radio Station KFH, Wichita, pro- 
vides a thorough study of the Wich- 
ita trade territory—the station’s in- 
tensive coverage area. Details ar 
given about the section’s diversifie¢ 
industries and the buying powe! 
they create, and also about the sta- 
tion’s programs and the people be- 
hind them. 


No. 1539. 
Grow. 

Its circulation growth, attribut 
to concentration in the school fiel¢ 
is the story told by Young Ameri¢ 
in this new booklet. The public 
tion’s blend of education and enter 
tuinment is described, with facts © 
how circulation is procured a? 
where it is concentrated. 


Watch Young Americé 
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Grocers Receive 


Kellogg Support 


in Vitamin Derby 


New York, Sept. 26.—The battle 
between drug and grocery stores 
for the lion’s share of the vitamin 
market will be continued this fall, 
it was indicated here last week by 
the announcement that the Kellogg 
Company will promote Pep again 
this season as the answer to vita- 
min needs. 

It was also learned that Kellogg 
All-Bran will continue the “keep 
regular” theme in a magazine cam- 
paign to be launched next month, 
as well as in newspaper copy. The 
magazine list for All-Bran includes 
13 publications, while 100 impor- 
tant newspapers will receive two 
and three-column picture sequence 
insertions. Over 4,000 other papers 
will carry three and one-half inch 
reminder copy. 

All-Bran “keep regular” cartoons 
will appear in American Magazine, 
Collier’s, Farm Journal and Farm- 
er’s Wife, Good Housekeeping, 
Grit, Holland’s Magazine, House- 
hold, Ladies’ Home Journal, Liberty, 
Life, Pathfinder, The Saturday Eve- 
ning Post,and Woman’s Home Com- 
panion. Feature of the material pre- 
pared to merchandise this drive to 
the trade is a cartoon-type portfolio 
illustrating both the nature and ex- 
tent of All-Bran national advertis- 
ing. 

Hits Vitamin Sales 


The Pep campaign featuring the | 
vitamin appeal will be limited to 
magazines this fall. The list in- 
cludes American Magazine, Col- 
lier’s, Cosmopolitan, Holland’s Mag- 
azine, Liberty, Life, Parents’ Maga- 
zine, Physical Culture, Redbook and 
True Story. Kenyon & Eckhardt is 
the agency. 

In a Pep portfolio to the grocery 
trade, Kellogg claims that drug 
stores sold $41,000,000 worth of vi- 
tamin products in 1938. “If you are 
normally healthy,” Kellogg claims, 
“you don’t need to get your vita- 
mins at a drug counter. It is bet- 
ter and cheaper to get them in a 
proper selection of foods.” 


“Look” Issues New 
Rate Card for 1940 


Look has issued rate card number | 
three, which becomes effective Jan. 
2, 1940. The circulation guarantee 
will remain at 1,500,000 copies, and 
the single insertion page rate at 
$3,725. 

The new rate card contains only 
minor changes from present sched- 
ules, but new rates will be guar- 
anteed only through the issue of 
June 18, 1940. 


Starts Export Paper 
for South America 


_Shoppers Service Company, pub- 
lisher of weekly reports for depart- 
ment store buyers, will launch a 
new monthly magazine, the Latin 
American Exporter, for distribution 
in South America. 

First issue will appear Nov. 1. 
Headquarters are at 1472 Broadway, 
New York, with Hector Mago in 
Cnarge, 


Heads NAB Committee 


William R. Cline, commercial 
manager of WLS, Chicago, has been 
appointed chairman of the sales 
managers committee of the National 
‘ssociation of Broadcasters, suc- 
ceeding Craig Lawrence, of KSO, 
Des Moines, Ia. 


‘umber Fourteen of a series of short ad- 


ertising True Stories culled from the rec- 
res of the Publishers’ Information Bureau, 
anuary through September, 1939. 


Only one in four 
of the big twelve 
\ carried this adver- 
tising. Magazines 
E and H, and, we 
point with entirely 
pardonable pride, 
TRUE STORY. 


meant Story Magazine, the only major 
recwum deliberately edited to the literary 
tastes of the new Wage Earner Family mar- 
et, places its greatest circulation among the 


| Knox Plan at its original price are 
| more than satisfied, and, after having 


both time and money.” 


mind of Ecople who account for greatest con- 
es. 


mer ® 


(Advertisement) 


WIDE DEMAND FOR KNOX PRINTING PLAN 


Of Small Buyers of Advertising Printing 


New York, Sept. 28.—The Knox Plan for Printing Control is 
now available to all users of advertising printing at less than half 
its former price. This reduction, according to the Frank M. Knox 
Company, originators of the Plan, is the result of the widespread 


demand for the Plan, which has 


made a new sales plan possible. 


“When we brought out the Knox$ 
Plan last January, we thought it would 
be of active interest mainly to the 
larger buyers of printing. Hence, we 
figured on a relatively small volume of 
sales,” said Mr. Knox. “We are finding, 
however, that there is a demand for 
this Plan from everyone interested in 
making today’s printing dollar do a 
better job—including many small in- 
dustries and businesses, agency pro- 
duction men, progressive printers and 
lithographers, commercial artists, and 
many others. 


PLAN INVESTIGATED 
AND INDORSED 
BY LEADERS 


Announced last January, the Knox 
Plan for Advertising Printing Control 
immediately became big news in ad- 
vertising and creative art circles 


No Service Needed 


“We also believed at the outset that 
users of the Plan would require fre- 
quent explanatory assistance from us 
and we felt that a substantial charge 
should be included in our price to cover 
the cost of such service. 

“We were mistaken in this also. The 
Plan, when once installed, has proved 
to be so simple and easily understood 
that few of the many present users 
have called for our aid in its applica- 
tion. 

“Revising our costs in view of this 
experience, we now find we can make a 
drastic reduction in the price. 


Value Proved 


“The significance of this lower price 
to all buyers of printing is emphasized 
by the fact that those who bought the 


an initial installation, many of them 
have ordered additional sets of Knox 
Standards. 

“These users include many of Amer- 
ica’s leading industrial companies. 


Plan Now Available to All 


“At its new low price, the cost of the 
Knox Plan can be even more quickly 
amortized by the savings it will make 
for almost every advertiser. 

“This means that even small adver- 
tisers need no longer hesitate to install 
the Knox Plan because of the size of 
the initial investment. 

“And small advertisers, with limited 
facilities for specialized technical help, 
need the Knox Plan as much, if not 
more, than the larger advertisers who 
have found it so valuable in saving 


“The Knox Plan is as easy to com- 
prehend as a picture book. It’s based 
on fundamentals of paper stock sizes 
and press and bindery equipment of 
regulation nature. With a dual objec- 
tive—the speeding up of planning and 
production, and the elimination of 
avoidable waste in printed material.”— 
From a statement by one of the coun- 
try’s leading paper merchants, 


“Mr. Knox’s plan is most quickly 
described as one designed to help both 
the advertiser and the printer get the 
most for their money without ham- 
pering the creative ability of the art 
director or layout expert. It takes cog- 
nizance of the variety of press and 
paper styles and can be used on either 


throughout this country and even 
abroad. 

Trade publications investigated the 
Plan and gave it liberal support in 
their news columns. 

Advertisers—large and small—stud- 
ied the service, applauded its objec- 
tives, and approved its principles and 
methods. 


Associations Ask for Proof 


Organized groups, including the As- 
sociation of National Advertisers, the 
Technical Publicity Association, the 
Milwaukee Association of Industrial 
Advertisers, the Direct Mail Advertis- 
ing Association of America, and many 
others, invited demonstrations of the 
Plan before their membership in order 
that they might be informed of its de- 
tails and assured of its workability. 
| One national organization of adver- 
tisers (name on request) instructed its 


its findings. This report stated, in part: 


What One Committee Reports 


“After thoroughly investigating the 
needs for advertising printing stand- 
ardization and control, this Committee 


sented by the Knox organization and 
as represented to us by that organiza- 
tion, can aid in eliminating much of 
avoidable waste in the area of distribu- 
tion embraced by the planning, pur- 
chasing and production of advertising 
printing. 

“In directing its efforts toward 
greater effectiveness and efficiency in 
advertising, the attention of the As- 
sociation has been frequently drawn 
to problems of advertising production. 
A committee was appointed to study 
these problems. The need for better 
tools for the use of purchasers was evi- 


Production Cost Committee to inves- | 
tigate the Plan thoroughly and report | 


believes that a service such as that pre- | 


Walter Sees Real Need 
for Printing Standards 


L. Rohe Walter, advertising 
manager of Flintkote Company and 
president of the Direct Mail Ad- 
vertising Association, in his book, 
“Effective Marketing” (page 203), 
recognizes the generally chaotic 
conditions under which printing is 
purchased. He says: “In order to 
plan printing easily and efficient- 
ly, a sales-promotion department 
needs a set of standards which are 
founded on: 


1. Knowledge of raw materials 
(paper, ink, type, etc.) 


Knowledge of converting equip- 
ment (printing presses, bindery 
equipment, cutting devices) 


3. Knowledge of production meth- 
ods (as, for instance, whether to 
print one, two, four, or six fold- 
ers at once) 


| 2. 


annual avoidable waste in printing at 
$200,000,000 a year. 

“The Committee believes that close 
adherence to this system for planning, 
purchasing and producing printing will 
bring about important savings to busi- 
‘ness through the elimination of much 
avoidable waste.” 


Users of Knox Plan 
| Report Savings 


| The Knox Plan for Printing Control 
‘is being used by some of the largest ad- 
| vertisers in the United States, includ- 
ing leaders in such industries as rubber 
_manufacturing, meat packing, mail or- 
‘der selling, electrical manufacturing, 
‘insurance, finance, drugs, chemicals, 
petroleum refining, and many others. 

What some of these users (names on 
request) think of the Knox Plan is 
shown by the following statements: 

“The Knox Plan installed in this de- 
partment is working to our entire satis- 
faction. Our promotion and production 
divisions agree that it has solved a 
great number of their problems. Our 
insurance division, after reviewing our 
work, has installed the Plan.”—A Na- 
tional Mail Order Company. 

“We have found the Standards very 
helpful . . . I would like very much to 
see the Standards adopted on a broad 
'scale. It will help eliminate consider- 
'able waste in printing production.”— 
One of America’s largest Meat Packers. 

“We have used the Knox Plan for 
approximately three months in con- 

trolling the production of printed mat- 
ter, and have found it most useful in 
/keeping down waste, both in creative 
| effort and production men’s time, to 
say nothing of having the job correctly 
'engineered. We are sure that the use of 
the Knox Plan will return its cost to 
this corporation many times over.”—A 


denced by estimates which placed the | National Finance Organization. 


Speeds up delivery 


on the job. 


THE FRANK 


New York City: 30 Rockefeller Ploza 


offset or letterpress jobs.” 


—Advertising Age. | 


A SERVICE THAT SAVES TIME AND MONEY 


The Knox Plan for Printing Control— 
Saves hours of time... 
Reduces printing costs... 


Increases efficiency of everyone working 


Write for full information about the Knox Plan for Advertising Printing 
Control or the Knox Plan for Forms Control and Standardization. 


Chicago, Ill.: 540 North Michigan Avenue + + 


M. KNOX CO. 


Telephone Circle 7-306! 
Telephone Whitehall! 8044 


SAVINGS 


by Whox 


Everyone connected with the produc- 
tion of advertising printed matter should 
know about the Knox Plan for Printing 
Control and the standards that form a 
part of it. 

The Plan is a big money saver be- 
cause it eliminates the cost of unneces- 
sary waste of materials and labor. Each 
job planned with its help will not only 
cut from standard paper stock without 
waste but will impose correctly for effi- 
cient production on press and binding 
equipment. 

What is more, the Plan is a wonderful 
time-saver. It helps everyone concerned 
with the creation and printing of adver- 
tising matter. Locate yourself in the fol- 
lowing list and note some of the things 
the Knox Plan will do for you. 


The Advertiser — The Knox Plan 
eliminates waste in printing production 
. . reduces printing costs . . . speeds up 
production . . . decreases the chances of 
defective work due to improper plan- 
ning. 


The Advertising Manager—The 
Knox Plan enables him to produce more 
printed matter on a given budget... 
eliminates many irritating troubles .. . 
helps to develop a smoother working and 
more efficient department . . . helps in 
|placing responsibility where it belongs 
in case of trouble .. . enables him to do 
a better job for his company. 


— 
The Layout Man—The Knox Plan 


gives wider scope to creative ability be- 
cause it provides hundreds of efficient 
standard dummies . . . saves time be- 
cause the creative man can start his 
work without time-consuming confer- 
ences with production men and sup- 
pliers. 


The Production Manager—The Knox 


Plan provides technical data in accessible 
‘form ... eliminates much supervision of 
creative work and the necessity of alter- 
‘ing improperly planned layouts . . . 
‘eliminates unforeseen complications in 
the printing plant . . . provides a guide 
to combination printing layouts. 


i 


The Purchasing Agent —The Knox 
Plan speeds up the receipt of quotations 
. . . guides in selecting a supplier effi- 
ciently equipped to produce each job... 
creates better relationships with sup- 
pliers. 


The Printer—The Knox Plan sim- 
plifies the making of estimates . . . elimi- 
nates the cost of pure waste in estimates 
. . . does away with the unnecessary con- 
ferences and arguments with customers 
because of improperly planned layouts 
. «. Minimizes the need for special pa- 
per sizes . . . permits efficient use of 
presses and bindery equipment . . . im- 
proves opportunities for making a legiti- 


mate profit. 
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U.S. Grew Up 
During Last War, 


Figures Reveal 


Pre-War Linage Was 
Puny Compared with 
Later Scale | 


New York, Sept. 27.—Though ex- 
pressing the opinion that the Euro- 
pean war has had little to do with 
the current upswing in linage, Wal- 
ter D. Fuller, president, Curtis Pub- 
lishing Company, announced this 
week that the Oct. 14 issue of The 
Saturday Evening Post will carry | 


more advertising than any since 
Sept. 12, 1931. 
J. K. Lasser & Co., analyzing 


business paper advertising of the 
last war, reached the conclusion 
that even if the war continues and | 
business persists in improvement, 
it will be from six to nine months | 
before business paper advertising| 
reflects the situation. At the same 
time, Publishers’ Information Bu- 
reau, Inc., released an exhaustive | 
linage study of magazines for many 
years, leaving the predictions to the 
individual student. 

The Curtis Publishing Company 
used a considerable amount of news- 


series of short ad 

culled from the rec- 

ormation Bureau 
1939 


Septen her 


Just 33% of the 

leading dozen 

books were se-| 

===: lected to advertise | 
“SSE: this product. The | 
Riitt 2» list was: Maga | 


zines C, D, E, and | 


Wirinttme PRUE STORY. 


x Wage Earner Families, the peak market 
for most goods, give True Story Magazine 
America's largest monthly voluntar sale 
(and at the premium price of l5e a copy!) 


paper space last week and this to 
emphasize the upswing in linage 
of the Post, long regarded by many 
as a business barometer. 

“In these fast moving times it is| 
impossible to predict the influence | 
of the European war on American | 
business,” Mr. Fuller said. “We do| 
not know whether the orders that | 
come to the United States because | 
neutrals are unable to buy from| 
warring countries will or will not | 
improve our situation. We do know 
that war has never been profitable 
to business as a whole, and unless 
we do something to change the 
trends of history, we shall have the} 
same situation this time. | 


Business Gains Momentum 


“On the other hand, this country | 
was definitely approaching a new- 
born recovery movement when war 
broke out and we still have the push 
forward which was coming to busi- | 
ness because of that movement.” | 

Discussing The Saturday Evening 
Post, Mr. Fuller said that it has) 
shown a_ substantial gain each | 
month since February and that Oc- 
tober issues will carry more than | 
100 columns in excess of the corre- | 
sponding 1938 period. He ended on | 
an optimistic note, asserting that | 
there is every reason to believe that 
if business men are as energetic in 
developing their own affairs as they 
were during the earlier stages of 
the recovery, the country will wit- 
ness a substantial forward move-| 
ment this fall. 

The Lasser study gave this picture 
of gross income of business papers 
during the last war, with 1914 equal- 
ing 100 per cent: 1915, 96.4 per cent; 
1916, 122.4 per cent; 1917, 203.0 per 
cent; 1918, 237.5 per cent; 1919, 
282.7 per cent. Net income followed 
this pattern except in a sharp de- 
cline in 1919, when it registered | 
only 116.7 per cent, compared with 
196.9 for the preceding year. This | 
was due, the company explained, | 
to advent of an era of extremely | 
high costs. 

“However,” the analysis contin- | 
ued, “conditions in this country are | 
materially different from those in| 
1914. This war was expected. Busi- | 
ness was ready to receive it. We) 
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have had no closing down of mar- 
kets as we did in 1914. 
far more plentiful. We are not in 
the type of a depression that was 
true in 1914. It is therefore sug- 
gested that the lag in business pa- 
per volume may be shortened. 
“However, it is unreasonable to 
assume (even if business moves up 
sharply) that the increase in volume 
will come immediately. If the war 
continues and business does get bet- 
ter, it may be six to nine months 
after the movement is statistically 
proven before we will get the effect 
in business paper volume.” 
Publishers’ Information Bureau, 
[Inc., gave 1913 revenue of 35 lead- 
ing magazines as $26,041,310. An 
increase in advertising was regis- 
tered every succeeding year until in 
1920, gross income had soared to 
$117,929,612. The yearly gains over 
the preceding twelvemonth were as 
follows: 1914, 3 per cent; 1915, 4 


| per cent; 1916, 31 per cent; 1917, 23 | 


per cent; 1918, 17 per cent; 1919, 
62 per cent; 1920, 37 per cent. In 
1921, the trend shifted suddenly, the 
result being a decline of 29 per 
cent. The dollar volume in that 
year was $83,773,931. 

In 1922, 35 leading magazines 
carried $93,637,594, an increase of 
13 per cent over 1921. Every suc- 
ceeding year showed a gain, until 
1929 volume reached $189,.874,856. 


|The yearly increases over the pre- 


ceding year were: 1923, 22 per cent; 
1924, 12 per cent; 1925, 12 per cent; 
1926, 8 per cent; 1927, 11 per cent; 
1928, 1 per cent; 1929, 9 per cent. 
Gross income declined for four con- 
secutive years, the low of $91,494,- 
694 being reached in 1933, after 
which the pendulum swung into re- 
verse and gains were recorded un- 
til 1937, to be followed by another 
loss in 1938. 

The yearly losses after 1929 were 
as follows: 1930, 2 per cent; 1931, 17 


per cent; 1932, 29 per cent; 1933,|@nd post-war 


16 per cent. The 1934 gain was 19} 
per cent; 1935, 5 per cent; 1936, 19 | 


| per cent, and 1937, 12 per cent. In| 


1938, total revenue of these 35 mag- 


| azines declined to $132,103,451, or 


13 per cent below 1937. 
The outstanding fact revealed by 
these comparisons is that pre-war 


To open the pocketbooks of Kentuckiana families, 
who spent $445,317,000 in retail trade last year and 
whose spendable income totaled $762,782,000, you 
must reach them with your selling message through BALTIMORE 


the one medium which completely dominates the ‘the ideal “TEST” CITY 
market— 


Che Conrier-Zonrunal 


THE LOUISVILLE TIMES 


Nationally Represented by 


THE BRANHAM COMPAN\ 


. 


Owners and Operators 


WHAS 


50,000 Watts, 820 K.C, 


CBS, Basie Station 
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Get GOIN’ MAAM! Make your hungry herd 
heppy with the best eating in town! 
Yen Maace! We pone tee 


1 Bh stow bk mp copgenetromet 


Weekly and This Week call for a true 


Western “round-up” theme in full-line promotion of California Packing Corpora- 
Several other magazines and outdoor posters are 


being used in an intensive three-month drive. 


standards were far 
apart. While 1933 is commonly re- 
membered as a disastrous business 
and advertising year, the $91,494,- 


luntil the war. 


694 carried by these 35 magazines 
compares with $26,041,310 in 1913, 
‘and with $85,928,550 in 1919. It 
seems obvious that American adver- 
tising, as well as business in gen- 
|eral, did not reach its full stature 
Even though some 
| business has been diverted from 
magazines to competitive media, the 
former today are contemptuous of 
their pre-war volume. 
This conclusion is confirmed by 
| figures on individual industries, as 
'reported by Publishers’ Information 
| Bureau. In 1913, the automotive in- 
| dustry spent $3,932,561 in 30 maga- 
|zines. In 1920, its big year, it in- 
| vested $21,093,900 in 33 magazines. 
| In 1921, when the country was in 
| the throes of a depression, automo- 
'bile manufacturers spent $8,432,072 
in 33 magazines. Though both the 
manufacturers and the publishers 
would have regarded this as big 
business in 1913, they mourned ex- 
| cessively over the 1921 slump. 
The same __ situation prevails 
|} among older industries. Advertis- 
ing of foods and food beverages ac- 
|counted for only $3,572,360 in 30 
| magazines in 1913. In 1920, it had 
| reached $14,691,467 in 33 magazines. 


‘Diversity of Industry 

‘and lack of violent 

business fluctuations 
make 


Del Monte Drive 
Points to Record 
Fall Season 


San Francisco, Sept. 26.—The 
California Packing Corporation to- 
day released details on what is ex- 
pected to be one of the strongest 
three-month drives ever launched 
for Del Monte canned products. 

Magazines, outdoor posters and a 
wide variety of store merchandising 
aids are involved in the campaign, 
with the complete program includ- 
ing several specialized efforts for 
leaders in the line. 


Color Pages Predominate 


Color pages predominate in a 


magazine list which includes the 
following: American Home, The 
American Weekly, Better Homes 


and Gardens, Collier’s, Good House- 

keeping, Household, Ladies’ Home 
Journal, Life, McCall’s, The Satur- 
| day Evening Post, This Week, True 
Story and Woman’s Home Compan- 
ion. 

Initial copy will appear Oct. 5. 
Only the color pages in The Amer- 
ican Weekly and This Week, ap- 
pearing Oct. 22 and 29, respectively, 
will be used for the full line promo- 
tion. Other insertions have been 
staggered to provide timely stimulus 
to seasonal foods. 


To Use Posters 


| Outdoor posters will be used in 
| 250 major markets throughout the 
|country. Retailers have been pro- 
| vided with an elaborate brochure, 
|designed to help them effectively 
| tie in local effort with the national 
| copy. 


Vumber Sixteen f a series of short 


ing True Stories culled from the re 
rds of the Publishers’ Information Bureo#, 
/ through September, 1939. 


—) 


Wwe This manufacturer 
selected just four 
of the dozen ma- 
jor magazines for 
his 1939 advertis- 
ing. ‘They 
Magazines D, H, 
and T.RUE 
STORY, 


were 


STaained : 


ODS) 


EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


ws 
x” True Story is the only major ™a yasine 
that goes into most True Story homes — . 
is why True Story can add more new home 
to any list than any other magazine 
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Boston Ready for 
{1th Conference on 


Distribution Trends 


New Analytic Salient 
Offered in Study of 


Scientific Advances 


Boston, Sept. 26.—The advances 
made by science and _ invention, 
more commonly thought of in con- 
nection with production trends and 
improved living standards, will be 
considered in a new light here next 
week when they are analyzed as 
to their application to present and | 
future distribution trends. 

This was revealed here today in 
the program for the eleventh an- 
nual Boston Conference on Distri- 
bution, a two-day session bringing 
together an enviable galaxy of 
economic and advertising experts. 

Less unusual, but of equal im- 
portance, will be the attention given 
by these experts at the Hotel Statler, 
Oct. 2-3, to trade policies, world 
affairs and those distribution prob- 
lems that have been discussed be- 
fore only to pop up again like hardy | 
perennials. 

Among those who will look at 
science and invention as applied | 
to distribution are A. E. Pitcher, 
general manager of the du Pont) 
plastics department, who will dis- 
cuss the effects of the rapidly grow- 
ing plastics industry on consumer | 
goods; Harry Boyd Brown, national | 
merchandise manager of Philco Ra- 
dio & Television Corporation, who 
will forecast the effect of television | 
upon advertising and distribution, | 
and James Slayter, vice-president 
of Owens-Corning Fiberglas Cor- | 
poration, in an analysis of the in-| 
dustry and marketing effects which | 
new types of glass may be expected | 
to exercise. | 


Others to appear on this session 
will be O. Fred Rost, 
Radio and _ Television Retailing; | 
Walter S. Lemmon, general man- | 
ager of the radiotype division, In- | 
ternational Business Machines Cor- 
poration, and R. J. Wise, assistant 
to equipment engineer, Western Un- 
ion Telegraph Company. 


Experts Look to Future 


Further conference sessions will 
present such luminaries as Paul 
Hollister, executive vice-president 
of R. H. Macy & Co., on “A New| 
Trend in Advertising”; Charles F. | 
Hughes, business news editor of the | 
New York Times, on “A Business 
Editor Looks at Distribution”; H. | 
Napier Moore, Maclean’s Magazine, | 
on “Good Business Neighbors”; Don | 
Francisco, Lord & Thomas, on) 
“Advertising in a Democracy,” and | 
Dr. Vergil D. Reed, assistant direc- 
tor of the U. S. Bureau of Census, | 
on “New Marketing Trends for 
1940.” 

J. Frederic Dewhurst, economist 
the Twentieth Century Fund, 
will discuss the recently released 
tudy made by that organization 

n distribution costs. Another ad- 
dress along the same line will be 

ven by John R. Lyman, chief of 
the distribution cost section of the 
U. S. Department of Commerce. 

The entire conference will be 

adcast throughout the world via 
hort wave radio over Station 
WIXAL, following the custom of 
revious years. Proceedings will 


editor of 


of 


r Seventeen of a serics of short ad 
rrue culled from the rei 

i the Publishers’ Information Bureau, 
through September, 1939 


Stories 


Two-thirds of the | 
dozen leading 
magazines didn’t 
carry the advertis- 

of the Wohl 
Shoe Company. 
Magazines D, FE 

and H,and TRUE. 
STORY did. . 


ing 


; Story, the only major monthly 
led since the close of the nineteenth 
fur ts the only magazine to be specif- 
’ edited to the tastes of America's Wace 
irner Families—today's greatest market for 


1Teertised goods 


also be published for later distribu- 
tion at $3.75 per copy. 

The conference is sponsored by 
the retail trade board of the Bos- 
ton Chamber of Commerce with the 
cooperation of several universities 
and business associations. 


Three Name Close 


George D. Close, Inc., San Fran- 
cisco, has been appointed national | 
representative of the Coos Bay) 
Times, Marshfield, Ore.; News, Eu- | 
gene, Ore., and the Sun, Vancouver, | 
Wash. 


Cleveland Appointed | 


Rex Cleveland has been appointed | 


art director of Stratford Typograph- | 
ers, New York. He will head the) 
design and layout service. 


WNAC _ Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 
Bridgeport 
wice New Haven 


New London 


WCSH Portland 
WLBZ _ Bangor 
WFEA = Manchester 


Ice Group to Hold Koppers Expands 
Dramatized Meeting 
The National Association of Ice | Schedule for 


Industries will hold a dramatized | ° . 

form of convention at its annual Testimonial Copy 

meeting Oct. 31-Nov. 3 at the Sher- 

man Hotel, Chicago. | Kearny, N. J., Sept. 26.—Featur- 
As a special convention feature, |ing testimonials from satisfied users, 

Busbey Advertising Agency, Akron, | the Seaboard division of the Kop- 

O., will stage a three-act commercial | ners Company will undertake a 


play, “Putting the Sales on Ice.” five month newspaper campaign in 


this area this week. Insertions 
Webber Changes |ranging up to 1,680 lines will ap- 


George Webber, formerly director! pear in 13 papers three or four 
of advertising and publicity for Ohio | times a week until February. 
Edison Company, Akron, has been) Chief appeals in Koppers copy 
appointed to, 2 similar post with] this year are that Koppers coke 
son, Mich. John Costello, formerly | oayee Sees ee and work. This 
of Tennessee Light & Power Com- |&conomy theme will be pursued by 
pany, Chattanooga, succeeds Mr. ‘means of customer testimonials, 


| 
| 
| | 


Webber in Akron. | such as “I saved enough on my fuel 


Fall River 
New Bedford 
Greenfield 
Pittsfield 
a 


Lawrence 


self-contained as 


how to play it. 


in three years to buy a new fur 
coat.” 


Number Eighteen of a series of short ad- 
vertising True Stories culled from the rec- 
ords of the Publishers’ Information Bureau, 
January through September, 1939. 


Two out of three 
of the top twelve 
magazines didn't 
this space. 
The only maga- 
zines that did were 
D, E,H, and 
TRUE STORY. 


carry 


aa True Story, according to a recent study 
made by the Burns Detective Agency, enjoys 
unmatched reader interest. On an average 
every part of the magazine is read by 57.5% 
of the readers. 


BN pew exci 5 An 


HIS is a rich and populous territory, as 


a golf course—and a 


most profitable course for those who know 


Here are 18 prosperous trading areas served 


WLNH Laconia 
WRDO nies by a network of 18 stations. 
WCOU — 

Auburn 


WSYB_ Rutland 


The Yankee Network 


Each local station has its own loyal, ‘‘Home- 
Town’ following, is indispensable to its listeners 
because of its network features. That is why 


gives complete coverage, 


makes New England easy to win. 

The Yankee Network's 18 stations will put 
you into close contact with all New England 
cities of 100,000 or over and with all the con- 
tributory areas that lie between. 

You need all of these territories. Use the 
complete Yankee Network for efficiency, for 
economy and for results. 
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INFANTS’ WEAR—5 6% chicago deporimen! 
stores know that the Tribune reaches Chicago's largest con- 
stant women audience. Consequently, during the first six 
months of this year, these retailers awarded the Tribune 
56% of the money they expended for infants’ wear news- 
paper advertising. 
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pace in the Spring are often out of step by 

Fall. So when retailers of women’s apparel in- 
troduce a new style they must get fast, volume sales. 
Successful merchants rely chiefly upon the news- 
paper to advertise women’s apparel. Results have 
proved that no other medium approaches the news- 
paper in getting buying action from women. 

In Chicago, one newspaper is recognized for its 
remarkable sales power. Department stores and 
specialty shops have learned from experience that 
the Tribune stimulates faster turnover and bigger 
volume sales than does any other medium, season 


Promin IS FICKLE. Styles that set the 


jafter season. 


So convinced are they of the Tribune’s “way 


}with women” that during the first six months of 


this year they spent in the Chicago Tribune fifty- 


"" cents out of every dollar appropriated for 


ADVERTISING AGE 


Suushions fot 


| make their bow in the Tribune! 


women-appeal advertising in Chicago newspapers. 

This ability of the Tribune to produce results is 
not hard to understand. For the Tribune reaches 
Chicago’s largest constant audience of women. 
Every day the Tribune is read by a majority of all 
the families in Chicago and the suburbs. Penetrating 
every income group, every neighborhood, the Tribune 
reaches practically as many, families in metropoli- 
tan Chicago as any two other newspapers combined! 

Fditorially the Tribune exercises a powerful in- 
fluence upon the daily lives and thinking of its 
readers. Women prefer it as a newspaper, depend 
upon its advertising columns as a buying guide. The 
Tribune is an unequaled producer of buying crowds. 

If you have a product to sell to Chicago women, 
let the experience of local retailers guide you. Build 
your advertising program for the Chicago territory 
around the Chicago Tribune. 


Tribune general advertising rates per 100,000 circulation are among the lowest in the country 


WOMEN’S SHOES —_ 6 0 % Because the Tribune 


‘unequaled in its ability to get buying action from women, 
chicago department stores and specialty shops spent in the 
Iribune during the first six months of this year, 60% of their 
budgets for advertising women’s shoes in Chicagonewspopers. 
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TOILET GOODS AND DRUGS—58% 

Because the Tribune is Chicago's leading women-appeol 

medium, Chicago drug stores and drug and toilet goods de- 


partments of department stores awarded it 58% of their 
newspaper appropriations during the first six months of 1939. 


Ohicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Expenditures for Women-Appeal News- 
paper Advertising by Chicago Depart- 
ment Stores and Specialty Shops 


During the first six months of last year department 
stores and specialty shops placed in the Tribune 
47% of their total newspaper advertising expendi- 
tures to promote sales of women-appeal merchan- 
dise. During the first six months of this year they 
placed in the Tribune 51%—more than in all other 
Chicago newspapers combined. 


1938 


(FIRST SIX MONTHS) 


1939 


(FIRST SIX MONTHS) 


Chicago Mme 
Tribune Magar 

newspapers 
51", 


Tribune M@zmaa 
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LINENS, CHINA, GLASSWARE—6 


So great is the Tribune's ability to produce crowds of buying 
women that Chicago deportment stores, during the first six 
months of this yeor, placed 69% of their newspaper adver- 
tising on linens, china and glassware in the Tribune. 
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" | 


Voice of the Advertiser | 


| Proofs.” 
| ble, 
|inside pages, 


Newsprint Price Is | 
Not the Only Problem | 


To the Editor: Referring to —_ 
story in the Sept. 25 issue, ‘“News- | 
print Price Holds; Coated Stock Up | 
Slightly — Publishers, Advertisers | 
Watch Quotations as Rate Guide,” 
it is informative as far as it goes. | 
But if advertisers and agencies are | 
keeping a close watch of the price 
trends, in remembrance of the ne- 
cessities experienced during the last 
world war, you indicate, there 
are other items developing which 
are of the greatest importance. 
Metals, blankets, and a hundred 
and one things needed every day in 
an up-to-date newspaper office have 
gone up in price and indeed some 
sources of supply are reliably re- 
ported to be allocating shipments. 
It is quite true that the Interna- 
tional Paper Company has an-| 
nounced the continuance of its $50 | 
basis price throughout the first} 
quarter of 1940, but that is not the | 
story of the cost problems already 
confronting the newspapers. I will | 
not mention other media because | 
they are not within my province as | 
an association manager. 
Let us all keep close watch, and | 
if there are any “niggers in the| 
woodpile,” let’s scare them out but | 
at the same time be very sure that} 
we take into account all of the facts. | 
JOHN L. MEYER, 
Inland Daily Press Association, 
Chicago. 


as 


. YF 


comments on 


This department is a reader’s forum. Letters are welcome. 


INVADE CANDY FIELD 


ee TE 
| SUNSHINE VITAMIN Py IN 
| CANDY 


In St. Louis, Herz candy is now adver- 
tised as containing Vitamin D. A cor- 
respondent wonders if this has ever been 

done before. 

will help him to get that volume. 

“You can count on it, talk about 
business will come like a refresh- 
ing breeze. The buyer has heard 
about war, war, war, from sales- 
man after salesman. Then you 
come along and want to talk about 


selling. It makes him 
feet 
he has a job to do. 
that he’s in America!” 

We have had so many favorable 
the bulletin that it 
occurred to us that you might want 


realize his | 
are on the ground, and that|inclined in the accepted sense of 
It reminds him | these words, but there is a 


| 


| 


Vitamins in Candy 
To the Editor: As far as we know 
this has never been done before. 
Or has it? 
S. TERRILL Jupp, 
Sam P. Judd Advertising Com- 
pany, St. Louis. 


War No Barrier to | 
Vancouver PACA Meeting 


To the Editor: As _ previously | 


/mentioned in your columns, Van- | 
| couver, British Columbia, was 
|chosen as the host club to the Pa- | 


cific Advertising Clubs Association 
convention in 1940. 

The question has been asked as 
to whether the entry of Canada 
into the present war would result 
in cancellation of this convention. 
The following statement expresses 
the position of the Advertising and 


Sales Bureau of the Vancouver 
Board of Trade: 

“Will Vancouver Stage a War 
Time Advertising Convention in 
1940? 


“You can be assured it will! 

“Advertising and intelligent pro- 
motion of the amenities of life will | 
be just as needful in 1940 as in| 
1930. | 

“Neither Canadian nor U. S. cit- | 
izens are bellicose or militaristically 


grim 
determination in Canada to do a job 
that needs doing. 

“Nor will Canada’s effort be} 
dragged out of a stricken par- 
alized national economy. Our busi- | 
ness executives and 


the next page. This was a real serv- 
ice to readers and one that ADVER- 
TISING AGE would do darn well to 
adopt. The only column on your 
page one that’s readable is “Rough 
Everything else is a jum- 
requiring spasmodic hops to 
where other stories 
compete for reader interest and 
attention. 

Oh, I can manage to read it the 
way it is, and so can everybody else. 
But it’s an unnecessary effort, and 
I resent it. 

N. B. WINKLEss, 
Springfield, Mass. 

[Editor’s Note: We sympathize 
with Mr. Winkless, but hardly agree 
with his reasoning. Surely he must 
realize that the almost universal at- 
tention accorded the first page of a 
newspaper makes it mandatory to 
fit as many stories as possible into 
this preferred position. Obviously 
not all of them can finish on the 
same page. The “no-jump” thesis 


is perfectly sound, but it must be 
limited to other than the first page, | 
a practice which ADVERTISING AGE | 
follows with but rare exceptions. | 
Quite aside from reader comfort, it | 
might also be pointed out that page | 
one of a newspaper can be likened | 
to a display window. You drama- | 
tize your merchandise, but you cer- | 
tainly don’t give away the whole 
story. You try to draw the customer 


inside. ] 
a | 

Asserts Iowa Plan | 
Still Flourishes | 
To the Editor: ApverTISING AGE | 
published, in its Aug. 21 issue, an 
article to the effect that the Iowa 
Plan of operation of company 
owned gasoline stations may be 


doomed, and that the company own- 
ers may again shoulder the burden 
of chain store taxation, social secur- 


to use it. The contents are not 
Is !S Right? copyrighted. 
To the Editor: Tell J. M. B. (Ap- LAWRENCE VALENSTEIN, 
VERTISING AGE, Sept. 18), in answer President, Grey Advertising 


to his “grammarian query” that “is” 
is correct when the Buick copy 
reads: “What car for next year has | 
a front seat so wide that three (i. e., 
a party of three) is good company 
and four (i. e., a party of four) is 
no crowd.” 


Agency, New York. 


New Appeal Highlights 
Bell Telephone Drive 


To the Editor: I am enclosing 


ity taxes and numerous other things 
leaders are united in the feeling | which caused them in 1935 and 1936 
that domestic business must go on;]| t© lease these stations to individual 
our children must continue to be | Cperators. , . 
educated: our workers must con-| The article seemed to be inspired 
tinue to be employed; our people|®#nd appeared to us to be so con- 
must be fed and clothed—and our| trary to fact that the editor of our 
war effort must be sustained on a| Periodical in that field, the Super 
live and active Canada—a going| Service Station, felt impelled to 
concern. |make a survey of what was hap- 
“Thus we feel that our advertis-|Pening. What he found substanti- 


our political 


In this instance “three” and| 
“four,” like “company” and| 
“crowd,” are collective singulars | 
and therefore take the singular | 
verb “is.” 

GRIDLEY ADAMS, 
Mahopac, N. Y. 


Urges Salesmen to 
Abjure War Talk 


To the Editor: I am attaching a 
few excerpts from a bulletin, sug- 
gested as an “Open Letter to Sales- 
men,” which was sent several thou- 
sand manufacturers in a_ recent 
issue of “Grey Matter,” a house or- 
gan issued by this agency. 

“Unfortunately, the war in Eu- 
rope can’t be confined to Europe. 
It overflows into our radio broad- 
casts and it dominates our news- 
paper columns here in America. 
But there’s one place where we can 
draw the line. We can keep it 
out of our conversation when we're 
out to SELL 

“The radio stations learned their 
lesson early. From the extreme of 
the beginning, when war news was | 
interruped only occasionally by 
regular programs, the big broad- 
casters have now put the war back 
where it belongs—in the 
news broadcasts 

“War news should be kept in its 
place. In limited doses, it helps to 
build a radio audience. Accurately 
told, it sells newspapers. But news- 
papers are the only things wat 
news DOES sell. It doesn’t sell our 
products! 

“Of course buyers will encourage 


regulat 


you to talk about the war It’s a 
fascinating topic But it’s not a 
stimulating topic It reminds them 
of death and destruction. It para- 
lyzes any impulse they have to 
buy our merchandise 

“Change the subject as quickly as 
you can when a buyer mentions 
war news. Talk to him about his 
business, about the volume he has 
to get this fall to beat last year’s 


figures, about our products and our 


promotional ideas, and how they 


| compared 


some proofs of our current campaign 


has elicited considerable comment. 
We have been asked as to the rela- 
tive effectiveness of this copy as 
with other advertising | 
themes used by this telephone com- 
pany in the past. 

I am afraid we have no data of 
that sort. While this series repre- 
sents somewhat of a departure in 
layout and illustration, it is part of a 
continued effort on our part, which 
has extended over a great many 


‘6 ing and selling effort must be en- 
in Pennsylvania newspapers which | 


years, the general] purpose of which 
is to promote our business. 

These advertisements are designed 
to stimulate the sale of telephone 
service to non-subscribers, using | 
fundamental appeals, although pre- 
senting them from a fresh angle. We 
try in our advertising to change the | 
appearance from time to time, but} 
keep hammering away on certain | 
basic ideas. 

HAROLD S. LeDuc, 

General Advertising Supervisor, 

Bell Telephone Company of 

Pennsylvania, Philadelphia. 


| 


FOR NON-TELEPHONE-SUBSCRIBERS ONLY 


troduced to 


| pleted on the page where it started, 


lending at 


livened by a good advertising con- 
vention quite as much or even more 
than in peace times. 
“Our PACA convention in Van-|! 
couver may yield to other years in 
fun and frivolity—but—our 1940) 
PACA convention will be ‘brass | 
tacks’ on the War Time quotations 
for BRASS.” 
Roy A. HUNTER, 
Past President, PACA, Van- 
couver, B. C. 
vvyY 
Orthodox Make-up 
Annoys Mr. Winkless 


To the Editor: Years ago... well, 
maybe seven years or less ... Dan 
Mich, now associated with Look, in- | 
the Wisconsin State | 
Journal, Madison, Wis., what he 
called the “no-jump” policy, which 
meant that every story was com- 
unless perhaps it were the story 
the bottom of the right 
hand column, in which case it went 
on at the top of the first column on 


THE 


BELL 


COOD TELEPHONE SERVICE AT LOW COST 


TELEPHONE 


Aa orgawrcatron of 14 


® in the mght! 


Just a cry of hunger, we hope. But if 
it should mean a rush call for a doc 
tor, what will you do? 


Try to arouse the neighbors and use 
ther telephone? Run down the street 
to see if the store's still open? 


It's so much better to have a telephone 
ot your own t very time the baby 


cries you Il be thankful that you have it 
@. ee 
ea. - 
.* a 
° 


In Philadelphia, you can have a tele 


phone in your home for as letle as 
$2.50 a month (after the Service Connec 
Call the Business Office 
or ask any Bell Telephone employee 


tion Charge 


. . “ 


COMPANY OF PENNSYLVANIA 


000 Pewnsyls ansans whe arm fe cre you 


ated his findings in a like survey 
made earlier this year, which 
showed that the largest oil com- 
panies—those with the most com- 
pany owned stations, or stations 
controlled by them under leaseholds 
—are not cancelling Iowa Plan con- 
tracts, are not contemplating any 
cancellations on a broad scale, and 
see no abandonment of the Iowa 
Plan or, as it is known among re- 
tailers, the Dealer Marketing Plan 
of company station operation. 

We gathered our information 
from high executives, either presi- 
dents or vice-presidents in charge 
of sales, in one instance a genera! 
sales manager, and in another a 
public relations director to whom 
our inquiry had been referred by 
the presidents of their respective 
companies. 

Your Aug. 21 article was widely 
questioned within our industry until 
we were able to show that ADVER- 
TISING AGE was greatly in error, 
and undoubtedly had been imposed 
upon by some informant who was 
indulging in a large amount of 
wishful thinking. We know that 
you do not wish to publish misin- 
formation, so we are calling your 
attention to this flagrant bit of mis- 
information in your Aug. 21 issue, 
which has been described to us by 
persons who are familiar with sta- 
tion operating practices in the oil 
industry as “propaganda,” “in- 
spired” and “planted.” 

H. S. IRVING, 

President, Irving - Cloud Pub- 

lishing Company, Chicago. 

[Editor’s Note: ADVERTISING AGE 
does not knowingly permit its edi- 
torial columns to be used for “prop- 
aganda” or “inspired” and “planted” 
stories. Mr. Irving may heartily 
disagree with the conclusions in the 
story referred to, but it should be 
made clear that ADVERTISING AGE 
did not sponsor the findings. It 
simply reported as a matter of news 
certain information which origi- 
nated in sources considered authori- 
tative by the oil industry. This 
publication will continue to publish 
what it considers news, always 
keeping in mind that there are two 
sides to any story. In that spirit 


Mr. Irving’s letter is published 
above. | 


MERCHANDISING 
PROBLEM 


on the 


COAST?” 


PACIFIC 


Stephenson 
Madison 8217 
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October 2, 1939 ADVERTISING AGE 


d ri . G assured the ex-soldiers that they| Carr presided at the showing, one Berkeley Pump to Conner oat os 
would always stand “at ease” in| of the few made since the picture | tion,| Number Twenty of a series of short od- 
A ve Ising oes its shoes. John T. Shayne used_| first appeared at the annual meeting | peerncley Pump Corporation, | ‘vertising True Stories culled from the re 


: : “ae erkeley, Calif., has appointed The| ords of the Publishers’ Information Bureau, 
smaller space to announce that its| of the American Association of Ad- | Gonner . Company, Chicago, to| /anwary through September, 1939. 


ilif f r store would be closed Tuesday in| vertising Agencies in 1938. Mr.) handle its advertising. Newspapers | Dicks Ad She 
| | ary 0 honor of the American Legion.| Wright is with International Har- | and farm publications will be used. re , major weg 
—_—_—— weive ( aa 


Thompson restaurants sounded the| vester Company. aaje 
azines didn’t carry 


Legion Convention Steister ren beer sed calor pages odes Tehat Bones Capen tong|> at Joins Osborn | this advertising. 


Meister Brau beer used color pages| Premier-Pabst Sales Company hung | 
The entire list 


| 
consisted of Mag- 


Sal nnenentamemnatal 


to court Legionnaires. up trophies for American Saree | Se ee ee ee ae 
F A peace plea was made in paid posts to compete for. Both were ©M | Osborn Mfg. Company, Cleveland, 
Even amous Parade newspaper advertising by Mrs. J.| display in windows of Marshall! manufacturer of industrial brushes, 


azines D, E, H, 

. Sergeant Cram, Peace House, 110th| Field & Co. moulding machines and equipment. ; 7 

s mac k $ . Slightly of street and Fifth avenue, New York.| Charles A. Stevens & Co., another | _ ea rae TRUE 
Commercialism Hal C. Wright, new commander of| department store, attracted atten- Pew Joins WSPR 33%) >} ee 


Chicago Post 170, American Legion, | tion with a complete a of = 
i : induced Time, Inc., to take its fa-| insignia identifying merican di- 
nc Bia mgd racers 8 mous film, “Peace—It’s Wonderful,” visions during the world war. Man- Macfadden Publications, has joined| America’s largest monthly voluntary sale (and 
to the 2lst annual convention of | °Ut of the camphor balls for display del Bros. showed the handiwork of | the sales staff of Station WSPR,| 4 the premium price of 15c a copy!) 
the American Legion here this week, at the post’s meeting Monday. Bill! disabled soldiers. | Springfield, Mass. 
the 250,000 visitors replied in kind,| = Ss asa S.——\—_—ruoOmWmn - st aca eae sein" “intent +o i‘ . 
to some extent, at least. The 15- 
hour parade, held Tuesday as 
scheduled, despite an overcast sky 
y and a cold wind, indicated that a 
little promotion can be mixed judi- 
ciously with memories of the world 
war. 

Wisconsin delegations exemplified 
this idea effectively. One Wiscon- 
sin float in the parade carried a 
huge papier maché fish, shown in the 
act of striking at bait dangled by a 
winsome miss attired in shorts, who 
stood her ground bravely in the 
face of the onslaught of the animal 
and a 50-degree temperature. The 
Hot Springs, Ark., contingent pre- 
sented a float extolling the healing 
qualities of the waters of that spa. 
Legionnaires from Texas were at- 
tired as cowboys, and those from 
the Northwest dressed as lumber- 
jacks, by way of accent on their 
leading industries. The Schlitz band 
helped to remind spectators of the 
beer that made Milwaukee famous. 

The California gang _ received 
some extemporaneous advertising 
when the sun broke through the 
clouds late in the day, and its mem- 
bers announced through loud speak- 
ers that they had arranged this lit- 
tle demonstration with the weather 
man. Florida retorted by display- 
ing some of its prettiest girls on its 
floats. 


‘ , . “ly 7. . 
Samuel Pew, for nom ly Fnac | &@ Wage Earner Families, the peak market 
Massachusetts representative Ol | for most goods, give True Story Magazine 


Agencies Close Doors 


Most Chicago advertising agencies 
closed down for the day. They 
were in the Legion’s line of fire on 
Michigan avenue, where the din 
from innumerable bands and the ac- 
claim of thousands of spectators lin- | 
ing the sidewalks made work im- 
possible for inhabitants of office 
buildings. 

‘ The newspapers devoted many 
pages daily to Legion activities, 
covered in words and pictures, and 
mobile broadcasting units from the 
networks were also on the _ job. 
Sanka Coffee shifted its CBS “We 
the People” program to Chicago for 
the convention, with Col. Theodore 
Roosevelt, Jr., acting as master of 
ceremonies to give it the proper 
military flavor. One of the Colo- 
nel’s chores was to interview Joe 
Louis, who revealed that his boy- 
hood ambition was to become a vio- 
linist. 

Though virtually every retailing 


PLT TTT 


An Occurrence in the Best 


Regulated Families 


- yy arn Wis 
5? 3 ‘ 


: he oe vA 

% \ y ~ a 4 e t R ; 
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The truck from the furniture store has just drawn up. A 
family waits expectantly for a new piece of furniture that will 
add more comfort and more beauty to their home. 


Furniture is part of the machinery of family life. The family 
chooses it, and the family uses it. 


When Chicago merchants want their newspaper advertising 
to reach family readership to sell furniture, they use the TIMES. 


Here are the figures from Media Records, Inc., for the first 
eight months of this year: 


; , . | THE TIMES 638,351 Lines 
establishment in Chicago was be-| P Po 
decked with the standard “Wel-| Tribune 358,055 
come, American Legion” sign, news- | American 286,917 " 
paper advertising directed to Le- | News 178,082" 
gionnaires was somewhat lower in 


volume than expected. The larg-| 
est single newspaper advertisement | 
as taken by Liberty, which used | 
full page for the plea, “Let’s save | 
Democracy over here.” 
Florsheim Shoe Company used | 
large space to offer Legionnaires | 
tree shines and telephone service | 
its four stores. Florsheim also 


New furniture buying occurs in the best regulated families, 
with a stable home-life and a stable income. They are logical 
prospects for your product. 


You can't go wrong by following the lead of Chicago's retail 
furniture merchants who see the response from their TIMES ad- 
vertising in actual dollars and cents sales figures. 


This productive family market is available to you at the low- 
est milline rate for evening newspapers in America through the 


TIMES. 


Nineteen of a _ serics of short ad- 

[rue Stories culled from the ree 

' the Publishers’ Information Bureau, 
through September, 1939 


Only one of the 
dozen major mag- 
azines carried the 
advertising of this 
product during the 
first half of 1939. 
Which one? 
TRUE STORY! at 


THE ts) TIMES 


CHICAGO'S URE NEWSPAPER 


NATIONAL REPRESENTATIVES 
SAWYER -FERGUSON-WALKER CO. 
NEW YORK DETROIT CHICAGO 


- 


True Story is the only magazine to con- : rs q 

te ats circulation in the lucrative Wage nag # é 7 

r Family Market—greatest market for if e eal 
nded merchandise in the history of ad ’ 
ng 
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Board of ABC 
Amends Rule on 
Extra Editions 


Halsell-Humphrey Gets 
Four New Accounts 


Charles M. Higgins has been 


'transferred from Oklahoma City to 


be in charge of the Wichita office 
of Halsell-Humphrey. 

United Brewers Industrial 
Foundation has named _  Halsell- 
Humphrey to handle its advertis- 


Takes Note of War 


Coverage and Plans 
Annual Meet 
Princeton, N. J., Sept. 26—) 


Amendment of the rule governing 
newspaper extras, necessitated by 
the war, featured the monthly 
meeting of directors of the Audit 
Bureau of Circulations here last 
week end. The board accepted the 
resignation of Leo Nejelski, who has 
just switched from Swift & Co. to 
the Pepsodent Company; amended 
the resolution concerning “prices 
less than basic,” and announced 
plans for the 26th annual meeting 
in Chicagg Oct. 19-20. Proposed 
clarification of the Bureau’s pub- 
licity rules will await action of this 
convention. 


ing in Oklahoma. Pioneer Saving 
Stamps, Oklahoma City; Federal 
Land Bank of Wichita and First 
Federal Savings & Loan Associa- 
tion, Wichita, have also named the 
agency to direct their advertising. 


Gordon Promoted 

R. C. Gordon has been appointed 
secretary-treasurer of Russell T. 
Kelley Ltd., Hamilton, Ont., suc- 
ceeding J. A. Worthy, resigned. He 
will continue as space buyer. 


| Account to Houck 


Houck & Co., Advertising, Rich- 
mond, Va., has been appointed to 
handle the advertising of the Chem- 
icals division of Virginia-Carolina 
Chemical Corporation, Richmond. 


The present rule on newspaper 
extras allows a paper to count the | 
additional circulation involved only | 
if all national advertising scheduled 
for the day the paper is dated ap- 
pears in the extra. Feeling that 
this rule is unfair under present 
conditions to evening papers desir- | 
ing to issue early morning extras, 
the board amended the regulations 
to provide that this circulation may 
be included in net paid if the extra | 
carries either all national advertis- | 
ing scheduled for the date it is| 
dated, or the previous day. 
change is effective Oct. 1, 1939. 

The resolution on “prices less 
than basic” adopted last March, was 
not intended to apply to the city | 
zone and an amendment’ was 
adopted clarifying this point. 


| 
| 
Veterans to Return | 


While the forthcoming ABC meet- 
ing is the 26th annual, it will also 


mark the 25th anniversary of the) 


Bureau’s organization, and it was 
decided to take note of the silver 
jubilee with an effort to encourage 
attendance of charter members. | 
While the program has not been 
completed, speakers already sched- 
uled include Allen L. Billingsley, 
president of Fuller & Smith and) 
Ross, Cleveland, and chairman of 
the American Association of Adver- 
tising Agencies, and Walter M. 
Dear, publisher, Jersey Journal, | 
Jersey City, and_ vice-president, | 
American Newspaper’ Publishers 
Association. 

The speaker at the annual lunch- | 
eon Oct. 19 will be William B.| 
Warner, president, McCall Corpora- | 
tion, president of the National Pub- 
lishers Association and chairman of 
the executive committee of the Na- 
tional Association of Manufacturers. 
The ABC board will usher in the 
annual meeting with a_ gathering | 
Oct. 18. 


$50,000 Campaign Fund | 


Is Denied Nebraska | 


A district court judge of Lincoln, 
Neb., has signed a temporary re- 
straining order which halts enforce- 
ment of two laws calling for expen- 
diture of $50,000 in oil inspection 
fees to advertise the state. 

Oil dealers, in making applica- 
tion for the order, asserted that 
both the law establishing the state’s 
advertising commission and _ that 
calling for the oil inspection tax 
were void. 


The | | 


Proud Mothers of 
Movie Prodigies | 
Owe It All to Milk | ooipsiact throughout his rise’ to 


| 


New York, Sept. 26.—Mothers of 
juvenile movie stars, usually des- 
tined to blush unseen while their 
talented offspring bask in the spot- 
light will step out of their anony- 


|mous roles this fall to be the fea- 


tured players in a campaign which 


Standard Cap & Seal Corporation is | 


conducting on Welded Wire hood 


'seals for milk bottle caps. 


| Standard’s 


In strip copy in women’s maga- 


zines, the mothers of Jane Withers | 


and Jackie Cooper testify to the 
benefits derived by their youthful 
bread winners by drinking milk 
protected from dirt and germs by 
wire seals. 


'the world do you get Jane to drink 
| milk without coaxing her?” a neigh- 


bor asks Mrs. 


sertion. 


Withers in one in- 


“There’s a 


“How in| 


| big difference in milk, and I’ve 
|found that the richest, creamiest 
|milk comes in bottles with the 
| Welded Wire hood seal.” 


fame, also appreciates the advan- 
tages of wire sealed milk, his 
mother explains. 

The Withers testimonial will run 
‘this month in Good Housekeeping, 
Ladies’ Home Journal, McCall’s and 
Woman’s Home Companion. Mrs. 
Cooper is to make her appearance 
in the following issues. Insertions 
are two columns, in color. The 
campaign, which was _ placed 
through Sherman K. Ellis, differs 
sharply in approach from last year’s 
Standard promotion, which was 
built around a contest, with free 
milk for a period of months given 
to winners. 


To Free & Peters 
| Station KECA, Los Angeles, has 


| representative. 


755O Women Helped 


Jackie | 


NAB Bureau Issues 
Initial Trade Study 


The National Association of 
|Broadcasters’ Bureau of Radio Ad- 
vertising has issued “Results from 
Radio,” first of a series of industry 
trade studies. 

The trade study, designed as a 
local sales and promotion aid, is 
about department stores and deals 
with the success of Rike-Kumler 
Company, Dayton, O., in sponsoring 
a daily shopping program over 
WHIO. 


Reininger Named 


W. Reininger has been named ad- 
vertising manager of Sears, Roe- 
'buck & Co., San Antonio, Tex., suc- 
ceeding W. R. Laughlin, who has 
‘been promoted to merchandising 
manager. 


Herzog Promoted 


| L. W. Herzog has been appointed 
/manager of Station WTMJ, Milwau- 
kee. He was formerly public serv- 


“That’s easy,” the child| appointed Free & Peters as national | ice manager of the Milwaukee Jour- 
|star’s mother replies. 


nal, which owns WTM4J. 


exactly what 


they wanted in a new design. Feature by feature they checked the basic de- 


sign created by Frigidaire engineers. The chart below made it easy for these 
women to express their preference on many vital points. Thus maximum sala- 
bility was added to Frigidaire engineering—and a firm basis was established 
| for an effective sales and advertising program. As a result, the Frigidaire 
Electric Range won wide distribution and sales in a remarkably short time. 


THEY GAVE US THE ANSWERS ON THIS UNIQUE QUESTIONNAIRE— 


WHICH OF 3 BASIC DESIGNS? 
HAVE | want 
a) T a) 
oO TT = 
oO Cc) 


LEGS OR SOLID BASE? 


O CJ 
O ss) 


Most stoves mode now ore white. 
if you were going to buy o new 
one, who! color would you want? 


if not white, would you. insist on 
the other color? 


vsC) wo) 


COLORED HANDLES ves C) nol) 


WHERE SHOULD THE 
HEATING UNITS GO? 


PEOPLE PEOPLE 
HAVE WANT 
OO) 
CO) 4 a) 
OO 
BURNERS TOGETHER — 
TO LEFT OR RIGHT OF OVEN 
©) © 
CJ © © O 
BURNERS AT EACH END 
OO 
_ C ») O O 


BURNERS TOGETHER— 
IN CENTER 


WHERE SHOULD THE 
SWITCHES GO? 


CONTROLS PEOPLE 
HAVE WANT 
= 
CONTROLS 
PEOPLE (re ore) 
Have WANT 
| oc ——- 


WHAT TYPE OF THRIFT 
COOKER WOULD YOU WANT? 


Os 


Cowen cooxer (7) Surat, rtwom cooner 


(coones iN WE 


(C) Not wrortant 


WHAT TYPE OF HEATING 
UNIT IS BEST 


Number Twenty-one of a series of short ad 
vertising True Stories culled from 
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January through September, 1939. 


tional advertiser 
used only four of 
the twelve leading 
magazines — mag- 
azines 
and, of course 
True Story. 


£7 True Story is the only 


major magazine | 
whose contents are actually written by éts 
readers. This fact is in part responsible for 
a reader interest not possible im other maga 


zine media. 
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Death Ends Dix’'s 
Long Service to 
Industrial Field 


Chicago, Sept. 27—John Thomas 
Dix, vice-president of the American 
City Magazine Corporation and 
president of the Buttenheim-Dix 
Publishing Corporation, both of 
New York, died at his home in Ken- 
ilworth, Chicago suburb, Sunday, 
after a long illness. Funeral serv- 
ices were held yesterday in Memo- 
rial Cemetery. 

Mr. Dix, who was 50 years old, 
came to Chicago in 1914 as Chicago 
representative of American City, 
and its annual, Municipal Index. 
Later, he joined Edgar J. Butten- 
heim, president of American City, 
in publishing Contractors and Engi- 
neers Monthly, established in 1920. 
Mr. Dix, popularly known as “Tom” 
to Western advertisers and agencies, 
assumed Chicago representation of 
the new property, as well as old. 


Mr. Dix was active in business 


until last May, when a lingering 
illness forced cancellation of his 
duties. His widow and two chil- 
dren survive, one being a son, John 
Thomas Dix, Jr. 


‘House of Magic’ 
Slogan Given G-E 
by Floyd Gibbons 


Schenectady, N. Y., Sept. 27.—Of- 
ficials of the General Electric Com- 
pany, upon hearing of Floyd Gib- 
bons’ death, this week recalled that 
the famous war correspondent was 
the originator of the now famous 
G-E slogan, “The House of Magic.” 

Mr. Gibbons first used this phrase 
in a 1930 radio broadcast describ- 
ing the General Electric Research 
Laboratory. The company has 
since exploited the phrase in its ad- 
vertising and has also used it as a 


name for exhibits at five world’s 
fairs. 

It was on the General Electric ra- 
dio program, incidentally, that Mr. 
Gibbons attained his record for fast 
talking. It grew out of a reduction 
from 10 to seven minutes in the 


| time allotted him, and his decision 
| to talk more speedily instead of re- 


vising his material. He was once 
“clocked” at 244 words a minute. 

Mr. Gibbons died of a heart at- 
tack Sept. 24 at his farm home near 
Stroudsburg, Pa. He was 52 years 
old. 


RUFUS A. SHORE 
Winston-Salem, N. C., Sept 26.— 


Funeral services were held here last | 


week for Rufus A. Shore, 63, mem- 
ber of the board of directors of the 
Piedmont Publishing Company and 
director of national advertising for 
the Twin City Sentinel. A native 
of Winston-Salem, he spent all of his 
business career with the advertising 
department of the paper. 


N. W. Ayer Handles 
Paraffine Account 


In describing the new fall pro- 
gram of the Paraffine Companies, 
San Francisco, ADVERTISING AGE in- 
correctly designated the agency in 
charge of the account. 

N. W. Ayer & Son directs Pabco 
advertising. 


Salisbury Resigns 

Al Salisbury has resigned from 
Blackett - Sample - Hummert, Inc., 
Chicago, where he was account ex- 
ecutive on Pullman advertising. 
Mr. Salisbury has had wide experi- 
ence in the automotive field, where 
he held important posts with Ford, 
Firestone and Studebaker. 


| Spats to O'Connell 


S. Rauh & Co:, New York, manu- 
facturer of men’s and women’s spats, 
|has appointed R. T. O’Connell Com- 
pany, New York, to handle its ad- 
'vertising. Fashion magazines will 
be used. 


Draw the Blueprint... 


How Frigidaire Used Lord & Thomas Research 
to Pre-Check their Design for an Electric Range 
..-Lhus Insuring Consumer Acceptance 


Resrarcn, today, is one of advertising’ s 
great question marks. Many advertisers are asking, ‘‘Just 
what can research do for my sales? My product? My adver- 
tising? Is it really accomplishing the miracles we hear 


about these days?’”’ 


The answer, of course, depends on who does the research. 
When properly handled it insures sales... it smooths out 
distribution problems...it uncovers advertising appeals with 
immense sales-building power. J7’s a// in “knowing how.”’ 

The recent experience of Frigidaire, a client of Lord & 


neers had drawn the basic engineering design. And before 
a single wheel turned in the factory, Frigidaire had the 
certain knowledge of what the buyer wanted. 

The usefulness of this research did not end here. It 
became the basis of selling and advertising strategy. Most 
of the usual trials and errors in introducing a new product 
were avoided. The entire merchandising program clicked 
from the start—and an enviable sales record was established 
in a remarkably short period of time. Proof enough that 


“knowing how’’ 


in research can smooth the way to 


Thomas, shows how expert re- 
search can aid a manufacturer in 
marketing a new product under 
highly competitive conditions. 


They Knew What They Wanted 


When Frigidaire engineers com- 
pleted the design for an entirely new 
electric range they asked Lord & 
‘Thomas to check the salability of 
many new features they had de- 
veloped. It was possible, in several 
important details, to give the buyer 
her choice between different de- 
signs... and Frigidaire wanted to 
know her preference beforehand. 
Lord & Thomas researchers then 
took a cross-section of public opin- 
ion. 7550 women studied the new 
range, feature by feature. They drew 
the blueprint of maximum salability 
just as surely as Frigidaire engi- 


LORD ( THOMAS Advertising 


NEW YORK 
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* CHICAGO -* 
DAYTON ~* 


FRIGIDAIRE 
ELECTRIC RANGE 


A PRODUCT OF GENERAL MOTORS 


LOS ANGELES ° 


TORONTO +©+ MONTREAL 


profitable sales and successful 
marketing. 


Talent Finds The Answers 


The Lord & Thomas Research 
Department is staffed by men who 
‘know how.’’ For many years they 
have rendered invaluable service to 
Lord & Thomas clients. Among 
other things they have developed 
a highly practical technique of 
‘*‘Questionnairing’’. . . microscopi- 
cally accurate cross-section for sam- 
pling nation-wide opinion...and a 
system of double-checking that in- 
sures finer accuracy. 

Research is one of the many ser- 
vices offered by Lord & Thomas 
to its clients. It is part of an adver- 
tising technique that is famous for 
its power to win market leadership 
and profit for advertisers. 


SAN FRANCISCO 
PARIS ° 


LONDON 
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Novel Promotion 
Uses Kilt Clad 
Bus Line Spielers 


(Picture on Page 31) 


Chicago, Sept. 26.— Something 
new in the way of transportation 
advertising got off to a good start 
here last week when 16 pretty girls 
found jobs as bus line announcers 
delivering “commercials” to loop- 
bound shoppers. 

These girls, whose Scottish kilts 
and bare knees do not detract from 
the promotional intensity of their 
speech, have been hired by the 
Chicago Elevated Advertising Com- 
pany to board all incoming buses 
between 10 a.m. and 3 p.m. They 
carry a nine-pound combination 
microphone and speaker for deliv- 
ery of the short announcements. 


Present Civic News 


The latter are divided equally be- 
tween news of civic events and the 
“commercial” for Goldblatt Broth- 
ers department stores, sponsor of 
the idea. When the girl has com- 
pleted her spiel—generally within 
a one or two-block distance—she 
leaves the bus and returns by foot 
to the place where she boarded it. 
With several girls operating on ma- 
jor incoming lanes, it is possible to 
cover virtually all buses. 

According to Brayton Castle, of 
the Elevated Advertising Company, 
this is the first time such an idea 
has been attempted in transporta- 
tion advertising. 

“Checkers riding the buses found 
this announcement service was fa- 
vorably received,” he commented, 
“and within four days after the 
campaign started inquiries had been 
received from merchants in many 
other cities.” 

The announcement service is tied 


In with the use of car cards in the 
buses. 


Contest Copy Starts 
Coast Rail Campaign 


As a prelude to its annual winter 
travel campaign, the Atlantic Coast 
Line Railroad, Wilmington, N. C., 
in cooperation with the Florida East 
Coast Railway, has started contest 
copy in 180 Eastern newspapers 
and two national magazines. Prizes 
totaling $650 are offered for the 
best name suggested for Atlantic’s 
new streamliner which goes into 
service Dec. 1. 

Newspapers and magazines will 
be used in the regular Atlantic cam- 
paign, it was reported. Alfred Lilly 
Company, New York, is the agency. 


Rejoins McGraw-Hill 

Raymond C. Hagel has joined the 
mail promotion department of Mc- 
Graw-Hill Publishing Company, 
New York. Prior to his association 
with the promotion department of 
the New York World-Telegram, he 
was with McGraw-Hill. 


Women’s Shoes to Reiss 


Professional Women’s Footwear, 
Boston, has appointed Reiss Adver- 
tising, New York, to direct a mer- 
chandising campaign for Chase’s 
Professional Girl shoes. Business 
papers and direct mail will be used. 
Michael Estrin is account executive. 


‘Donnelly Joins Vick 


Robert B. Donnelly has resigned 
as associate advertising manager of 
General Foods Corporation, New 
York, to join Vick Chemical Com- 
pany, New York, as product man- 
jager of the new products depart- 
— 
~- — — = 
Number Twenty-two of a series of short ad- 
vertising True Stories culled from the rece 
wds of the Publishers’ Information Bureau, 
January through September, 1939. 


of the 
twelve major mag- 


Just two 


azines carried this 
campaign. They 
were Magazine L 
and, of course, 


TRUE STORY. 


| g@ True Story Magazine alone of all major 
magazines concentrates its circulation among 
the nation’s Wage Earner Families. 
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These are Denver charter members of what is believed to be the only pre-evalua- 
tion club in the country. They have all received their training from Walter 
McAdams, originator of the McAdams Pre-Evaluation System, and have organized 
the club to further their interest in the subject. Left to right are (top row): 
Galen E. Broyles, head of the Denver advertising agency; D. O. Collins, Davis 
and Shaw Furniture Company; E. C. Yourell, Daniels & Fisher Stores Company; 
Theodore Pate, Davis and Shaw; and (front row) Margaret Harvey, Daniels & | 

Fisher: Mr. McAdams, and Helen Black, Daniels and Fisher. 


Nimble Gloved 
Fingers Turn Out 
Copy for Hays 


(Picture on Page 31) 


Following the testimonial tack 
Hays copy shifts to straight selling | 
copy. “You don’t have to pull} 
these gloves off and on every five | 
minutes to save your circulation 
and nerves,” says the copy. ‘Daniel 
|Hays Vanguard is an entirely new 
| design. Sidewall freedom goes right | 

Gloversville, N. Y., Sept. 27.—Al- around finger | tips—no seams ad 
though few of its prospective cus-| bunch or bind. veg en 
tomers will ever be called upon to| The musical testimonials make | 
perform a more intricate operation their appearance in column space in | 
than picking up a nickel while Esquire, Fortune, Life, The New | 
wearing gloves, Daniel Hays Com- | Yorker and Time. Counter cards 
pany has enlisted testimonial sup- and envelope stuffers reiterate the 
port from outstanding popular mu- theme, together with , reprints of 
2s : : : , . | the advertisements which are sup-| 
sicians playing with gloved hands, lied ‘tailers. O'Dea. Sheld 
to dramatize the flexibility of Van-| P’"* to retailers. _ oe 


guard Finger Free gloves in its fall & Canaday, New York, is the | 


. | agency. 

promotion. 
Among the fleet-fingered horn | , 

tooters and key manipulators to ap- | Starts Fall Campaign 
pear in the new Hays copy, doing! Warren Telechron Clock Com- 
their stuff with mittened digits, are | pany, Ashland, Mass., has ie ot 
Jimmy Dorsey, Sammy Kaye and|its fall campaign using American | 
Phil Baker. Typical of the use to|Home, House Beautiful and The 
which this novel form of testimonial | Saturday Evening Post. N. W. Ayer 
has been put is copy featuring Phil |& Son, Boston, is the agency. 
Baker and his accordion in which | SS 
Phil says, “They laughed when I| 
put on gloves to play the accordion. Skoal Names Lucerna 
Vanguard Finger Free gloves. ‘Company, New York, to handle 
promotion of its Swedish bread.) 
, » y.| Newspapers, business papers and | 
ae, ‘tom Stan af yp A — = |radio will be used. 


ords of the Publishers’ Information Bureau, | 


January through September, 1939. 
Eells to Don Lee 


Ten out of twelve | ig hag has joined ~ oe | 

: agazines | Staff of the Mutual-Don Lee Broad- | 
auan'’s ~ a casting System, Los Angeles. He 
didnt carry this) was formerly with KSO and WHO, 
furnace advertis |Des_ Moines, Ia., and WGN and | 
ing. Only maga-| WBBM, Chicago. 


| 


zines H and True ae | 
Story were used| Calhoun to Y&R | 
and in four) William L. Calhoun has become | 
color pages. production manager of Young &| 
|Rubicam, Chicago. He was for- 
at St sine «salinity dette merly in the New York office of | 
4 rue story Mag J y of ae 
homes to any list than any other magazine that agency, and with N. W. Ayer & 


published Son. 


Wanted | 


PRODUCTION POSITION 


for capable man 


Unusual circumstances cause this Chicago 
agency to release a competent production man, 
who will be a real “find” for some agency or 
mechanical house. We can recommend him 
heartily from every standpoint — dependability, 
character, attitude, accuracy and ability. Has 
had 15 years of production experience, is thor- 
oughly familiar with all mechanical problems, en- 
jravings, typography, printing, etc. Can either 
capably manage your production department or 
fit in harmoniously as an assistant. Is 32, mar- 
ried, would accept low salary to start—less than 
he is worth. 


Box 1894, Advertising Age, Chicago 


Getting Personal 


The men who direct Shell oil advertising converged on New 
York last week for a parley. Out-of-town visitors included R. G. 
Curtis, a. m., Shell Oil Company, San Francisco; J. T. Irvine, a. m., 
Shell Petroleum Corporation, St. Louis; Norman Strouse of J. Walter 
Thompson Company’s San Francisco office, and R. A. Mott from the 
agency’s St. Louis branch. H. L. Curtis, a. m., Shell Union Oil Cor- 
poration, New York, also took part in the parley, along with local 
JWT executives. 


Henry Souvaine, radio director, Cecil & Presbrey, suffered an 
odd accident a fortnight back. He was hit in the head with a base- 
ball, but the “egg’”’ has disappeared and he is back at work. . . Fred 
D. Stahl, v. p. in charge of the Philadelphia office of Kelly-Smith 
Company, gave an Inter-State Circulation Managers Association meet- 
ing his ideas of what circulation managers can do for newspaper 
representatives. . . 

J. L. Leban, general s. m., Schenley Distillers Corporation, has 
a new home on Central Park West. . Langdon Caskin, assistant 
s. p. m., Carstairs Bros. Distilling Company, will be sorry to see the 
end of the angling season arrive. 
“Bud” has been spending sum- 
mer weekends at Brielle, N. J., 
where he has played host to other 
tuna fishermen. In two consecu- 
tive days, he landed a total of 
26 tuna, ranging from 20 to 60 
pounds... 

Andrew J. Haire, boss of 
Haire Publishing Company, gave 
away daughter Eileen in mar- 
riage at a Long Island ceremony. 
Sons Andrew, Thomas and John 
were among the ushers... 

Edward Klauber, executive 
v. p., Columbia Broadcasting 
System, evidently believes that 
if many states can employ auto- 
mobile license plates to promote 
travel advantages or fairs, he 
can use his plates to promote his 
own interests. At any rate, his 
own car, licensed in Connecticut, 
bears plates inscribed WABC, 
the call letters of the key station 
of the CBS network... 

L. M. Rousseau, a. m., Peter 
Doelger Brewing Corporation, 
joined other company executives 
as hosts of a party at which a 
new product, Lambic beer, 
was introduced. Among those 
sampling the new brew along 
with Broadway and Park Ave- 
nue celebrities were Benjamin - - 
Abrams, president of Emerson Radio & Phonograph Corporation, and 
Miss E. F. Solow, Emerson a. m. . 


CASKIN'S CATCH 


Langdon Caskin, assistant sales promo- 

tion manager of Carstairs Bros. Distll- 

ing Company, New York, spent a profit- 

able weekend recently at Brielle, N. J., 

bringing back this nice catch of tuna as 
proof of his fishing skill. 


Perhaps it was just a coincidence, but Jim Channon, manager 
of Mill Supplies, became the father of a seven-pound son on the open- 
ing day of the National Industrial Advertisers Association conference. 
There were certainly enough admen on the scene to exhaust many 
boxs of cigars. . . 

Tom Hamilton, time salesman for Station WNEW, New York, and 
son of William Hamilton of Topping & Lloyd agency, is honeymoon- 
ing. Present at his Sept. 15 wedding were Scott Faron, a. m., Glass 
Container Association; Frank McCullough of Young & Rubicam, and 
Bill Robinson of Ahrens Publishing Company, his best man... 


Fred Platte, executive v. p., Anderson, Davis & Platte, was 
sitting in his Radio City office reading a Washington report which 
predicted the U. S. would be at war within six months, when sud- 
denly there was a crash and three panes of glass struck him on the 
head. Wondering if war had come prematurely, he called the police. 
A little sleuthing uncovered the fact that the damage had been 
caused by a window ventilator which had broken loose and fallen 
16 floors. Strangely enough, the ventilator came from Franklin Bruck 
Advertising Corporation. Mr. Platte was cut in the back, but was 
not seriously hurt. . . 


Emerson Brewer, of United States Advertising Corporation, 
Toledo, and Gertrude Studley, of Martha’s Vineyard and New York, 
were married Sept. 17 at Napoleon, O. . Harry Golden, Chicago 
division manager of Universal Match Corporation, has returned from 
a month’s visit to Europe. He made the round trip via the Clipper. . . 

At the late September golf outing of the Agate Club, Chicago, 
John W. Banister, of Capper Publications, tied with E. A. Fox of 
Macfadden Publications for low net. Morning low net for nine holes 
was won by Arthur H. Moulton, Jr., Western manager of Popular 
Publications. . . 


George Kennison, a. m., United Drug Company, Boston, broke 
all records at Diamond Pond, N. H., when he pulled in a ten-pound 
silver lake trout. It was the biggest catch in five years... 

Norman W. Geare, president, Geare-Marston, Philadelphia, was 
repaid in kind recently when he nonchalantly turned in a card 
that showed low gross score at the magazine representatives’ golf 
party. The trophy committee, familiar with the agency man’s repu- 
tation as a notoriously poor linksman, promptly dispatched a small, 
dead porgy, beautifully packaged in a box from the swank Caldwell 
shop. Now the lowly fish is mounted with a golf ball in its mouth 
and the trophy legend reads: “First Prize—Low Gross. Won by 
Norman W. Geare.” . . 

Robert A. Hurd, art director of the Chicago office of Young & 
Rubicam, is quite excited over becoming a father last week. The 
new arrival has been named Kenneth. . . John Wiley, v. p. in charge 
of the New York office of Fuller & Smith & Ross, is no longer a 
bachelor. .. Another fall marriage is that of W. J. Henderson, account 
executive of L. W. Ramsey Company, Davenport, Ia., and Barbara 
Diemer of Davenport, which took place Sept. 23 

George W. Wadsworth is going to divide his time between busi- 
ness and the raising of a cute three-year-old boy with whom he and 
Mrs. Wadsworth fell in love and adopted. Mr. Wadsworth is pub- 
lisher of American Insurance Digest and Insurance Monitor, Chicago. . . 

Wedding bells rang out last week for Cora H. Smith, Parents’ 
Magazine, and Floyd H. Wright, D. W. Haering & Co... 
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Cannon Mills Copy 
Develops Market 
for New Device 


(Picture on Page 31) 


New York, Sept. 27.—How a 
towel advertisement for Cannon 
Mills, which pictured a combination 
towel rack and shelf, uncovered an 
unexpected market for new bath- 
room wall fixtures, was revealed 
here today by Gordon Cole, adver- 
tising manager of the company. 

In August issues of American 
Home and Good Housekeeping, and 
the September issue of Ladies’ 
Home Journal, Cannon used a color 
page which contained a small illus- 
tration of a sectional view of a bath- 
room. For purposes of the adver- 
tisement, Cannon had a wall rack 
and shelf designed. 

The response was surprising. Be- 
tween 300 and 400 letters have been 
received from consumers, asking 
where the new fixture can be pur- 
chased. Cannon contacted a manu- 
facturer who is now making the 
product, and answering the inquiries 
received by Cannon. Besides the 
consumer inquiries, many leading 
stores wrote to Cannon, asking 
“Where can we obtain the white 
rack?” 


High Readership Seen 


Mr. Cole pointed out that the un- 
expected mail response proved that 
the advertising was being read 
carefully, that housewives like the 
idea of a combination shelf and 
rack for towels, that department 
stores might well both hang and 
fold towels in their displays, and 
that women are looking for some- 
thing more novel and decorative 
than conventional towel bars. 

The mail response also proved 
once again that consumers like tu 
see products in use in advertising, 
and that women are anxious for new 
ideas to dress up the home. N. W. 
Ayer & Son is the agency. 


‘Promotes Stock Report 


| Poor’s Publishing Company, New 
| York, has inaugurated a newspaper 
and magazine campaign to promote 
its recently completed “Special Re- 
port on Sixty Low Priced Stocks.” 
The copy theme is “War Boom Op- 
|portunities in Low Priced Stocks.” 
| Albert Frank - Guenther Law, New 
| York, is the agency and Victor J. 
|Cevasco is account executive. 


| Number Twenty-four of a series of short ad- 

vertising True Stories culled from the rec- 
| ords of the Publishers’ Information Bureau, 
| January through September, 1939. 


| 2 
t ite | Only two of the 
| twelve major mag- 


azines carried this 


national campaign. 
The schedule ran 
only in Magazine 
D and TRUE 
STORY, 


a True Story Magazine, with the highest 
readership of its advertising pages, and with 
the most exclusive circulation, has the lowest 
basic advertising rate among leading maga- 
cines. 


$317,295,000.00 
RETAIL SALES 


| in the 


Memphis Market 


Bigger than the combined 
retail sales of 


NEVADA 
IDAHO 


NEW MEXICO! 


BIG 
COTTON 


CROP! 
NBC WM C 5000 Watts Day 
RED 1000 Watts Night 


Vemphis 
Owned and Operated by 


THE COMMERCIAL APPEAL 


National Representative: The Branham Company 
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Promotion 
Review 


Fawcett Women’s Group has just 
distributed a 32-page booklet, “Of 
Human Hearts and Handbags—and 
Prejudice.” No pie charts or graphs, 
but a concise treatise on the emo- 
tions and desires of the typical 
young woman reader (identified as 
“Myrtle”) that motivate buying 
habits. “You may, and probably 
do. have a bale of facts and figures 
covering everything about Myrtle 
but her heart,” says the introduc- 
tion. 


* * * 


WGAR, Cleveland, is mailing out 
an impressive and interesting book- 
let dealing exclusively with station 
personalities. It’s filled with pic- 
tures—no text beyond short ex- 
planatory caption material—and all 
the material is presented in light 
fashion, including the photographs, 
most of which are candid camera 
shots. Primarily, the book is de- 
signed for listener promotion, but it 
makes impressive looking for ad- 
vertising prospects, also. 

* a * 


New stunt of WBAL, Baltimore, 
is the issuance of a weekly tabloid 
newspaper for retailers, called 
“Business in Baltimore.” The paper | 
is filled with general material of | 
interest to local retailers, as well as | 
program information on the sta- | 
tion. 


* * * 


“500 Free, White and Twenty- | 
one’ is a new brochure issued by | 
Fortune in which the extent of the | 
publication’s pass-along circulation | 
is calculated on the base of replies | 
tc advertisements. Presented in a | 
32-page, 2 color brochure, a ot 
sonal touch is added by the clipping | 
on the front cover of the business | 
card of W. H. Carey, advertising | 
director, with a simulated hand- 
written message on the back. 

ae co * 
| 

Another’ effective promotional | 
brochure of advertising of the 
ANPA is a study of newspaper ad- 
vertising costs, in which the costs 
of newspaper advertising in all sec- 
tions of the country for campaigns 
of 5,000, 10,000 and 20,000 lines are 
given. 


* 


WRC and WMAL, NBC stations 
in Washington, have sent out a 
folder containing loose sheets list- 
ing fall programs, each giving the 
essential information on ee | 
ity, cost, audience appeal, etc. 

* * * 


Progressive Farmer is telling the 
story of prestige behind its editor, 
Dr. Clarence Poe, by means of a 
pamphlet reproducing various news- 
paper and press association com- 
ments on the man in connection 
with a strong movement in North 
Carolina to “draft” him as a candi- 
date for governor. 

+ * * 


WCAU, Philadelphia, has mailed 
ertisers a handsome 28-page 
brochure containing a photographic 
record of its facilities, with pictures. 
of the John Vassos murals in each 


ad 


studio lending attention value to 
the presentation. 
* * * 


Whiting-Plover Paper Company 
Ss sending out samples of the raw 
material it uses to prove that noth- 


Iwenty-five of @ series of short ad- 
7 True Stories culled from the rec- 
the Publishers’ Information Bureau, 
through September, 1939, 


Ten out of the top 
twelve magazines 
didn’t carry this 
space. The two ex- | 


ceptions were 
Magazine L and 


TRUE STORY. 


© Story Magazine reaches the only 
agasine audience today that doesn't | 
ther magazines. 


ing but the finest paper can be the 
result. A handsomely labeled con- 
tainer brought prospects a split bot- 
tle of “the wonderful water of Whit- 
ing Springs,” bottled just as it came 
from the springs, together with the 
notation that millions of gallons of 
this water are used daily in the 
manufacture of Permanized papers. 
An insert gives the chemical com- 
position of the water and the im- 
portance of water in the making of 
paper. 


* * * 


“Every Reader a Customer” is the 
title of a 16-page brochure just is- 
sued by Family Circle which sum- 
marizes the distribution, readership 
and editorial content of the maga- 
zine. 


tele 


MUTUAL 


| 


World’s Series... 


Coming 
Conventions 


Oct. 2-3. Boston Conference on 
Distribution, Hotel Statler, Boston. 

Oct. 16-17. Fall meeting, News- 
paper Advertising Executives Asso- 
ciation, Chicago. 

Oct. 17-18. Fall meeting, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 19. Annual meeting, Agri- 
cultural Publishers Association, 
Stevens Hotel, Chicago. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 

Oct. 19-20. First annual meeting, 


4 


every 10 homes will hear the games this year! 


Packaging Institute, Edgewater 


Beach Hotel, Chicago. 
Oct. 25-28. 


Annual convention, | — = en 


city in the nation, exclusive of fair 
cities, to enjoy television. 


. . . . | 
Association of National Advertisers, | ymbery Twenty-six of a series of short ad- 


The Homestead, Hot Springs, Va. 
Oct. 26-27. 


tel Del Monte, Del Monte, Calif. 


Demonstration of 
Television by KDYL 


Station KDYL, Salt Lake City, | 
gave a television demonstration in 
the store of the Paris Company last 
week, using RCA portable equip- 
thousand people 
went before the camera, each re- 
| ceiving a copper disc as a good luck 


ment. Several 


charm. 


Salt Lake is said to be the fourth 


The 32 stations of the Don Lee Broadcasting System are 
the only stations on the Pacific Coast to carry the broadcast 


of the year’s most important sporting event. . the 1939 


This means that on the Pacific Coast more than 9 out of 


Annual convention, 
Pacific Council of American Asso- | 
ciation of Advertising Agencies, Ho- | 


vertising True Stories culled from the rece 
ords of the Publishers’ Information Bureau, 
| January through September, 1939. 


This service was 
advertised to only 
three major mag- 
azine markets 
those of Maga- 
zines B and F 
(both weeklies ) 
and the TRUE 
STORY market. . 
Magazine, at a premium 
higher than 9 of the top 


sells more copies on the 
any other monthly in the 


| 
| 
MATIOMAL 
| 
| 
| 


BUS SYSTEM 


a7True Story 

price 50 to 200% 
dozen magazines, 
newsstands than 
world. 
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Daytime Serials 
Replace Baseball 
for General Mills 


New York, Sept. 28.—General 
Mills, Inc., baseball’s most active 
sponsor during the summer months, 
will continue its extensive radio 
activities this fall with four day- 
time serial shows on the Columbia 
Broadcasting System. Ali four will 
be broadcast five times weekly. Be- 
ginning Oct. 9, “By Kathleen Nor- 
ris,” dramatizing the Norris novels, 
will be heard over 30 stations from 
5 to 5:15 p.m. for Wheaties, and 
in the quarter hour following,“ Car- 
oline’s Golden Store” will be aired 
over 10 stations in behalf of Gold 
Medal flour. 

Beginning the same date, the 
Sperry Flour Company, Western di- 
vision of General Mills, will present 
“My Children,” for Wheaties on a 
Pacific coast CBS network from 
8:45 to 9 a.m. On behalf of Corn 
Kix, “Billy and Betty” will be 
launched on Oct. 23 on 13 CBS sta- 
tions from 5:15 to 5:30 p.m. Black- 


Hearst Magazines; N. F. Soule, Conde 


Number Twenty-seven of a series of short — —— 
advertising True Stories culled from the rec- 
ords of the Publishers’ Information Bureau, | ett-Sample-Hummert handles the 


sere Tanngn Sepleuter, Wee. Corn Kix and Gold Medal flour ac- 

counts, and Knox-Reeves Advertis- 

= an Just three of the|ing and Westco Advertising Agency 
‘ direct the Wheaties account. 


\ 


6 top twelve carried 
VO WyGutNe 
penne pnd 

{ a aon 


A 


a” True Story 


Serial for Dr. Lyons 


this campaign. 

ia R. L. Watkins Company will pre- 
lhe sent “Orphans of Divorce” for Dr. 
of magazines C, F| Lyon’s tooth powder from 3 to 3:15 
p.m. over 43 stations of the Blue 
network of the National Broadcast- 
ing Company. The program, which 
was formerly aired for a half hour 
in the evening over 35 stations, is 
the first afternoon 


list consists 


and True Story. 


\ 


is the only major magazine 


that goes into most True Story homes. That 
is why True Story can add more new homes 
to any list than any other magazine. 


Courtesy of Oxford Paper Company and “More Business"* 


You Paid 41,200 for This! 


T’S your full-page advertising space in the newspaper. 
If you use good art, good copy, good typography and 
good photo-engravings in your ad, this sheet of paper 
may be worth many times $1,200 to you. On the other 
hand, if you buy cheap and shoddy advertising supplies, 
you will waste much of your $1,200. You wouldn't buy 
an expensive tract of land for a homestead and then 
erect a shanty on it.... Faithorn COMPLETE SERVICE 
makes it possible for you to secure the FINEST advertising 
production requirements at the most reasonable price. 
Let's get together now — just telephone, Wabash 7820. 


Write for our handy Type Specimen Book—FREE 


q FAITHORN CORPORATION 

a 
“ Ad-Setters - Engravers - Printers 
* 504 Sherman St.,Chicago - Wab.7820 


PRINTING PRINTING 


DAY AND NIGHT SERVICE 


show to be} 


PUBLISHERS' CONCLAVE INCLUDES A GOLF GAME 


zine, West Hartford, Conn.; J. A. Gerardi, McGraw-Hill, and H. H. Van Aken, Conde Nast. 
Business; Paul West, Association of National Advertisers, and Lawrence Hurley, 
Nast; Paul McNamara, Hearst, and B. A. 
L. Daley, American Publishers Conference; Phillips Wyman, McCall Corporation, 


| 

| broadcast daily over the Blue net- 
work.  Blackett-Sample-Hummert 
is the agency. 


| Colgate Adds Another 


Another program will be added 
iby Colgate-Palmolive-Peet Com- 
pany to its already extensive list 
when it launches a dramatic show, 
not yet named, on Oct. 9 over 49 


be broadcast daily from 1:15 to 
1:30 p.m. Benton & Bowles di- 
rects the account. 


Records Take Nehi Spot 


While Nehi Corporation goes off 
the air for a three-month vacation, 
its time on CBS will be occupied 
by Columbia Recording Corpora- 
tion which will launch “Young Man 
With a Band” on Friday, Sept. 29. 
The program will be heard from 
10:30 to 11 p.m. over 30 stations as 
part of Columbia’s drive for the new 
Red Label records. Ward Wheelock 
Company is the agency. Nehi, 
which has been sponsoring the 
Robert Ripley show on 78 stations, 
will return on Jan. 12. Batten, 
Barton, Durstine & Osborn directs 
the Nehi account 


Jell-O Jack Is Back 


Jack Benny will return to the air 
Oct. 8 when he will once again take 
|over the job of selling Jell-O for 
|General Foods Corporation. The 
comedian will broadcast at the same 
time on Sunday, from 7 to 7:30 
p. m., EST, over 82 stations of the 
| Red network of the National Broad- 
| casting Company. “The Aldrich 
which General Foods 


| Family,” 


Sales Manager 


|| WANTED 


| We are looking for a sales dynamo 
who wants to make a sweet place 
for himself with our company by 
| reviving and organizing a coast-to- 
coast sales force selling our sales 
contests to a nationally known clien- 
| tele. 


This man must be a proven 
| producer himself in selling intan- 
| gibles, and know how to find, train 
and build other producers. He should 
not be over 45, gentile and free to 
travel 90% of the time, especially the 
first year. Remuneration at start 
will be a reasonable draw against 
generous commissions and over- 
writing of state representatives 
which should gross earnings between 
$7,500 to $10,000 the first year. 
Our agency is now in its 20th year 
| of successful operations and has built 
a reputation that can be capitalized 
upon with the right “sales mixture.” 
| We are not interested in replies from 
| “professional” swivel-chair execu- 
| tives, but from the capable, honest 
| and hard-hitting fellow who can DE- 
| LIVER, we welcome full information 
| 
| 
| 


on his past experience, previous con- 

nections and personal references. 

Your photograph should also accom- 

pany your letter. 

The HAHN-RODENBURG CO. 
Springfield, Mlinois 


stations of the NBC Red network. | ; 
The program, for Super Suds, will| continue “Saturday Night Sere- 


Meeting at Skytop, Pa., last week, the National Publishers Association found time for golf as well as business, as evidenced 
in these shots. From left to right in the numbered groups are (1) George Hecht, Parents’ Magazine; G. D. Crain, Jr., 
Advertising Age; Guy L. Harrington, Macfadden Publications, and William L. Denning, of the NPA Washington office. 
(2) M. A. Williamson, McGraw-Hill Publishing Company. (3) David H. Houghton and C. C. Rodimon, of Q. S. T. Maga- 


(4) Merle Thorpe, Nation's 
Nation's Business. (5) A. S. Moore, 
Mackinnon, Conde Nast. (6) William 
and Tom Buttikofer, Hearst Magazines. 


shifted from the Kate Smith hour 
to replace Benny during the sum- 
mer months, will be heard at a new 
time, beginning Oct. 10, on Tuesday, 
from 8 to 8:30 p. m., EST, over 55 
stations of the Blue network. Jell-O 
puddings will be advertised. Young 
& Rubicam is the agency. 


Pet Milk Renews 


Pet Milk Sales Corporation will | 


nade” over 54 CBS stations, the re- 
newal of its contract becoming ef- 
fective Sept. 30. The program is 
heard from 9:45 to 10:15 p.m. 
Gardner Advertising Company is 
the agency. 
Kre-Mel Net Expanded 

Corn Products Sales Cmpany has 
added eight additional CBS sta- 
tions, making a total of 44, to the 
network carrying “Society Girl,’’ its 
new daytime serial which will be 
launched Oct. 9. The daily pro- 


Hellwig-Miller 
the account. 


Company _ directs 


Newscast for General Cigar 


Raymond Gram Swing, commen- 
|tator on foreign news for the Mu- 
tual Broadcasting System since 


|General Cigar Company, his first 
| commercial sponsor. Through J. 
| Walter Thompson Company, the 
|former newspaperman is_ being 
heard on Monday and Friday from 
10 to 10:15 p. m. over Stations 
WOR, Newark; WGN, Chicago, and 
WAAB, Boston. 


| More Stations for Campbell 
Campbell 
the “Campbell Playhouse” with 
Orson Welles on CBS on Sunday, 
| from 8 to 9 p.m., has added 14 sta- 
tions of the Canadian Broadcasting 
'Corporation to its rebroadcast net- 
work, making a total of 84 stations. 
Ward Wheelock Company handles 
| the account. 


Foote Succeeds Wright 


James H. Wright, general account 
executive on Lucky Strikes at Lord 
& Thomas, New York, has resigned. 
| He has been succeeded by Emerson 
Foote, who has been in charge of 
printed advertising of Lucky Strikes. 


False Value Claims 
Said to Arouse 


Ire of Consumers 


New York, Sept. 26.—General 
resentment on the part of business 
men against abuses in the use of 
comparative claims by both national 
and local advertisers and threats of 
concerted consumer action unless 
the abuses are corrected, were 
voiced here today at a two-day com- 
mittee meeting of the National As- 
sociation of Better Business Bu- 
reaus. 

Karl T. Finn, acting chairman of 
the committee and manager of the 
Cincinnati Better Business Bureau, 
declared that although consumers 
must share responsibility for the 
situation, a discussion with con- 
sumer leaders indicated that definite 
action will be taken unless changes 
are made. 


Inestimable Surveys 


The committee has been studying 
the use of fictitious “list” prices, 
claims of value based on incompe- 
tent surveys, so-called “factory spe- 
cials” and trade-in offers as they 
relate to comparative value claims, 
and all other methods of using price 
comparisons in advertising. 

The study will be continued and 
upon completion it will be pub- 
lished. While the study is still in 
progress, the various local bureaus 
will continue their opposition to all 
misleading price comparisons. An 
intensive program of education, di- 
rected toward both business and 
consumers, will be undertaken later. 

Representatives of other bureaus 
serving with Mr. Finn on the in- 
vestigating committee are: Homer 
E. Frye, chairman, Columbus; E. W. 
Gallagher, Boston; Kenneth Hood, 
St. Louis; A. B. Johnston, Chicago; 
Victor Nyborg, Buffalo; and Ken- 
neth B. Willson, operating manager 
of National Better Business Bureau, 
New York. 


gram will promote Kre-Mel choco- | 
late pudding from 3:15 to 3:30 p.m.;| Wolfe Promoted 


1936, has begun broadcasting for the 


Soup, which sponsors | 


Drive for Kidde 


Walter Kidde & Co., New York, 
manufacturer of Lux carbon diox- 
|ide fire extinguishers, has launched 
|a public relations program to in- 
| form plant operating personnel of 
fire hazards and proper protective 
installations. T. J. Maloney, Inc., 
|New York, is in charge. 


C. H. Wolfe, who has been head 
of the sales promotion department 
of Swift & Co., Chicago, has been 
appointed assistant advertising man- 
ager. The duties of the sales pro- 
motion department have been taken 


over by the advertising department. 
| _ 


Heads Finance Group 
| Clarence L. Landen, vice-presi- 
ident of Securities Acceptance Cor- 
poration, Omaha, Neb., has _ been 
named president of the National 
| Association of Sales Finance Com- 
| panies. 


| 

| Number Twenty-eight of a series of short ad- 
| vertising True Stories culled from the rec- 
ords of the Publishers’ Information Bureau, 
January through September, 1939. 


‘Richaral _ 
@iHudnut, Three out of four 
: - * of the top twelve 
magazines missed 
this schedule. 
Only Magazines 
| f H, L, and TRUE 
STORY were on 
the list. .... + 


™ anve cous 


xt True Story Magazine has consistently 
shown in many studies to have the highest 
index of advertising readership of all the 
major magazines. 


—, 


PRIZE 


If you are planning a sales contest for either 
your salesmen, your dealers or dealers’ sales- 
men send for a free copy of the new deluxe 
1940 Dartnell Prize Book. 


This Prize Book offers 


over 1000 specially selected prizes for salesme™ 


ables 


BOOKS 


with a co-operative purchasing plan which e®- 


you to offer high grade standard merchan- 


dise prizes which you buy at attractive discounts. 
Your salesmen get better prizes and you save °" 


campaign costs. 


and Sales Contests 


Send for Your Copy Today 


THE DARTNELL CORPORATION 


- 4660 Ravenswood Avenue 


Chicago, i 
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Advertising Brought 
Misery to Migrants, 
WPA Report Says 


(Continued from Page 1) 


considered by most states in tourist 
advertising. The All-Year Club of 
Southern California and many other 
tourist advertisers have devoted 
considerable attention in copy to 
warning job seekers that a good 
climate and vacation attractions do 
not indicate that jobs are plentiful. 


Readership Was High 


While few advertisers would con- 
cider $900 a large enough appropria- 
tion for coverage of seven states, 
the copy designed to attract workers 
apparently gained a much higher 
degree of readership than usual. In- 
terviewers, it is alleged, found sev- 
eral camp groups that had a single 
tattered, but carefully preserved 
advertisement among them. 

The report charges that of the 
37,000 cotton pickers in Arizona at 
the peak of the 1937 season, only 
7,000 were residents of that state. 
The remainder had been lured there 
because of the advertising of the 
growers. 

“The greatest single factor,” it is 
charged, “in their choice of Arizona 
was the advertising campaign car- 
ried on by the growers. Nearly 
one-fourth of the migrants entered 
the state because they had heard of 
high wages and good conditions in 
Arizona cotton through newspaper, 
radio and other advertising. 

“The power of this campaign is 
clearly seen in Oklahoma and 
Texas, where it was carried on 
most vigorously. Advertising di- 
rectly accounted for 42 per cent of 
all Texas migrants and 29 per cent 
of Oklahoma migrants. 

“Many of the workers regarded 
newspaper want-ads and handbills 
with great seriousness and the num- 
ber of workers who reported a di- 
rect response to advertising was 
unquestionably an understatement 
of those whom it affected. 

“Probably most of the group 
which went to Arizona because of 
rumors of work in the cotton fields 


had been responding second or 
third hand to the same advertising 
campaign. Many of them had 


heard reports of the good conditions 
that were described in advertise- 
ments, haridbills or over the radio; 
others responded to the rumors re- 
cruiting agents put on the grapevine 
wherever they stopped.” 

Sponsor of a large part of the ad- 
vertising, the WPA charges, was 
the Farm Labor Service, an organ- 
ization described as “the lineal de- 
scendant of the Salt River Valley 
Egyptian Cotton Growers’ Associa- 
tion and the Arizona Cotton Grow- 
ers’ Association.” 


mber Twenty-nine of a series of short ad- 
ertising True Stories culled from the ec- 
rds of the Publishers’ Information Bureau, 
inuary through September, 1939. 


Only two out of 
the twelve major 
magazines carried 
this business. The 
list consisted of 
Magazine L, and 
just one other 


book—TRUE 


* True Story Magazine bulks its exclusive 
lation among that kind of people who 

t be the only important source of future 
arowth. for most American manufac- 


————— 


Joseph M. Kraus has been promoted 

from advertising manager to general 

sales manager of A. Stein & Co., Chi- 
cago. 


McCann-Erickson 
Reports Disruption 
of Offices Abroad 


New York, Sept. 28.—Business in 
Eurepean offices of McCann-Erick- 
son has been “devastated” by war, 
L. D. H. Weld, director of re- 
search, told the opening fall meet- 
ing of the New York chapter 
of the Financia] Advertisers As- 
sociation here today in the course 
of a discussion of the effect of 
war on business and advertising. 

McCann-Erickson has been un- 
able to contact its branch in Frank- 
fort, Germany, for three weeks, he 
said. Operations of London and 
Paris offices have been curtailed 
heavily, and both are suffering from 
a loss of business and man power. 
Of 38 people in the London branch, 
only six now remain after the call 
to the colors, and the manager who 
is too old for war service has to do 
patrol duty in his home neighbor- 
hood for four hours a night. 


Compares 1914 with 1939 


Warning business men against 
comparing conditions surrounding 
the start of war in 1914 with those 
existing now, Dr. Weld pointed out 
that the current conflict was antici- 
pated and did not come as a bomb- 
shell, that both England and France 
are less dependent upon this country 
now than in 1914, that the potential 
capacity of United States industry 
is far ahead of what it was at the 
outset of the last war and present 
operating rate is only 65 or 70 per 
cent of capacity, and that the U. S. 
is now a creditor nation with a vast 
volume of idle money. 

Dr. Weld declared that most busi- 
ness men are trying to be conserva- 
tives now, but that “it goes against 
the grain.” He predicted that the 
speculative impulse will be too 
strong to prevent forward buying, 
but warned that collapse inevitably 
follows a boom built on such a false 
foundation. 

A decided business improvement 
has already started, he said, and 
advertising will share in the gains. 


Two for Brown & Thomas 


Quaker Lace Company and 
Quaker Hosiery Company, both of 
Philadelphia, have appointed 
Brown & Thomas Advertising Cor- 
poration, New York, to direct their 
accounts. Both accounts have been 
handled before by the agency. 


THE FASTEST-GROWING YOUTH MAGAZINE IS NOW 


NET-PAID 
PER 
5 WEEK 


YOUNG AMERIC 


WATCH YOUNG AMERICA GROW! 


32 EAST 57 STREET 
NEW YORK,N. Y. 


Flexible Shaft to 
Concentrate on 
Holiday Buyers 


(Picture on Page 31) L 


Chicago, Sept. 29.—Forthcoming 
campaigns for the various Sunbeam 
appliances of the Chicago Flexible 
Shaft Company have been designed 
to exert greater pressure during the 
holiday season than heretofore, 
A. E. Widdifield, advertising man- 
ager, said today. 

Among the Sunbeam products 
which will be backed by full pages 
in national magazines are the im- 
proved Mixmaster, the Shavemaster 
and its new, lower priced running 
mate, the automatic toaster and the 
Coffeemaster. 

Mixmaster copy is appearing in 
October issues of American Home, 
Better Homes and Gardens, Good | 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, The Saturday Evening 
Post and Woman’s Home Com- 
panion, with insertions to be con- 
tinued, in most cases, through De- 
cember. 

A bit later in October a new 
Shavemaster will make its bow| 
along with copy for the regular | 
Shavemaster. Flexible Shaft has| 
always maintained its original ($15) 
price on the Shavemaster and has 
no intention of veering from this | 
policy, Mr. Widdifield said. It has, | 
however, completed experiments | 
which have resulted in a new) 
Shavemaster with a magnetic type | 
motor, using alternating current | 
only. This product will sell at $7.50. | 

Shavemaster copy is scheduled 
for final October issues of Life and | 
The Saturday Evening Post, with} 
further insertions in Collier’s and | 
Esquire. Full pages will be used. 

Full page copy will also be used | 
to announce the automatic toaster 
in the Post Oct. 21. The new model | 
comes close to being foolproof. It 
will either pop-up the toast when 
it’s done or keep it warm inside. 
Burnt toast is a thing of the past, 
copy indicates. 

The Coffeemaster, a device which 
does nearly everything but sweeten 
the coffee to taste, will be adver- 
tised in the December Ladies’ Home 
Journal. This sells for $16, the 
same figure as that asked for the 
toaster. 

Perrin-Paus Company is the Sun- 
beam agency. 


WMAS Steps Up Power 

Station WMAS, Springfield, Mass., 
has been authorized by the Federal 
Communications Commission to in- 
crease its power from 100 to 250 
watts. 


WGKYV Bows as 
NBC Outlet 


Va., has begun operation as an out- 


owned by the Kanawha Valley 


Gas Ranges to Pollock 


Julian G. Pollock Company, Phila- 


GET “PROF” OAKES 


“WIZARD OF WAUKESHA” 


for your Ad-Club, Sales Convention, 
or banquet. His mirth-making “lec- 
ture” and demonstration of his 
SCREWY INVENTIONS is a stunt 
that is DIFFERENT — will give your 
group a long-remembered surprise 
and good time! Prof. Oakes is cur- | 
rently featured comic sensation of 
POPULAR SCIENCE - ON .- THE - 
SCREEN .. . has appeared for more 
than 250 organizations—is available 
IN PERSON for dinners, sales meet- 
ings, smokers, civic clubs, lodges, 
schools, father and son banquets, 
ladies nights, safety meetings, and 
other program events. For dates or | 
details, write Prof. Oakes, “Wizard | 
of Waukesha”, Waukesha, Wisconsin. 


“American” to McCann 

Crowell-Collier Publishing Com- 
pany, New York, has appointed 
McCann-Erickson, New York, to 
handle Advertising of American 
Magazine. A business paper cam- 
paign will start this month. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


Station WGKV, Charleston, W. 


let of the National Broadcasting 
Company. The new station is 


Broadcasting Company. 


Roberts and Mander Stove Com- 
pany, Hatboro, Pa., has appointed 


delphia, to direct promotion of its 
Quay wane) rengpe. 


WE ASKED BUSINESSMEN: ‘Will you test Hammermill Mimeograph 
against your present paper and give us your frank opinion?’”’ They 


| did, and showed their preference by a more than 50 to 1 margin. 


Swell | 


Lint- 
Practica) ee 


ly no offset 


HERE’S THE EVIDENCE... in their own words: ““Hammermill Mimeo- 
graph gives us finer performance”. . .“‘more copies per stencil’’. . . 
“cleaner reproduction.’ Just a few reasons why this paper is first 
choice with critical users like the radio networks, advertising agencies, 
big industrial concerns. 


TRY IT YOURSELF. Send for 500-sheet package of Hammermill 
Mimeograph. Test it in your office. Let the paper speak for itself. 
Chances are 50 to 1 you'll like it better. *Attach coupon to your busi- 


ness letterhead and mail now. We’ll include the booklet, “Good 
Mimeographing”—suggestions to help you get better results from 
stencil equipment. 


MADE BY THE MAKERS 
HAMMERMILL BOND 


HAMMERMILL PAPER COMPANY, Eric, Pa. 


As operators of a model Stencil Duplicator, we 
would like to receive 500-sheet peckage of Hammermill Mimeograph 
and booklet, “Good Mimeographing.” 

Positi 
rh (Please attach to your business letterhead) 


(Offer applies only in U. S.) 


LOOK FOR THE WATERMARK } IT 1S HAMMERMILL'S WORD OF HONOR TO THE PuBL it 
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A&P to Carry 
Brokerage Case to 
U.S. Supreme Court 


(Continued from Page 1) 


week as to whether the Supreme 
Court would consent to review the 
A&P case. Nearly a year ago, Bid- 
die Purchasing Company was re- 
fused a review of its brokerage case 
under the R-P act. 

It was pointed out, however, that 
the Biddle and A&P cases vary 
widely. Biddle placed orders for 
about 2,500 wholesale grocers and 
passed along brokerage in credits 
against dues to members, and in 
cash to 14 per cent of its accounts. 
The court held that it was Congress’ 
intention to ban diversion of broker- 
age to buyers. 

The A&P case, on the other hand, 
centers around its claim that its 
field agents render service to sellers 
and are therefore entitled to broker- 
age under Section C of the act. A&P 
also contends that Section C and 
Section A, which requires that in- 
jury due to illegal discrimination 
must be shown, must be taken in 
conjunction. 


U. S. CIRCUIT COURT 
AFFIRMS FTC ORDER 

Philadelphia, Sept. 27.—The 
brokerage provisions of the Robin- 
son-Patman act, as construed by 
the Federal Trade Commission, 
stood up against a fierce and pro- 
longed attack by Great Atlantic & 
Pacific Tea Company when the 
United States Circuit Court of Ap- 
peals for the Third Circuit unani- 
mously affirmed an FTC order re- 
quiring A&P to discontinue viola- 
tion of Section 2C. 

The case, of direct interest to 
manufacturers as well as retailers, 
was the first waged by a chain 
store, two other similar decisions 
by courts involving brokers. It 
dates back to January, 1937, six 
months after passage of the Robin- 
son-Patman act, when the FTC 
first assailed brokerage fees. After 
a year of skirmishing with A&P, 
the Commission issued a cease and 
desist order in January, 1938. 

The Commission’s order, now up- 
held by the courts, prohibited A&P 
from purchasing commodities at net 
prices which involve a price con- 
cession in lieu of brokerage, from 
accepting quantity or other types 
of discounts, granted in lieu of 
brokerage, and from accepting dis- 
counts and payments of all kinds 
representing in whole or in part, 
brokerage on its own purchases. 


Viewpoint of Chain 


The Great Atlantic & Pacific Tea 
Company rested its case in large 
part on three contentions: That the 
prohibition in Paragraph 2C was 
modified by the latitude provided 
in Paragraph 2A; that its buying 
agents had performed real services 
to sellers which justified the pay- 
ments in question, and that there 
was no evidence to indicate that 
such concessions had injured com- 
petition; and finally, that Paragraph 
2C containing the brokerage pros- 
cription, is unconstitutional. 


All three of these representations | 


were denied by the court, which 
held that the two divisions of the 
law separate significance 
and cannot be linked; that services 
of A&P agents were rendered pri- 
marily to the chain company, and 
that Paragraph 2C is constitutional. 


possess 


Number Thirty of a series of short ad- 
vertising True Stories culled from the rec- 
ords of the Publishers’ Information Bureau. 
January through September, 1939 
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5% of the twelve 


on - major magazines 
missed this busi 
ness. The list was 


ae True Story Magazine ts read by 
mothers of young children than any 
magazine in the world 


more 
other 


Magazine ID, 


saanas 100? Magazine EF. and, 
Goo 

Aitchen (ese g reasonably enough, | 
= — TRUE STORY. 


, Enlarging on this concept, Judge 
| Biggs, speaking for the court, as- 
|serted that any benefits received by 
| sellers from activities of A&P buy- 
| ing agents were purely incidental to 
services intended to benefit the 
chain. The Federal Trade Commis- 
sion found, he recalled, that as a 
matter of fact, payment of allow- 
ances and discounts in lieu of brok- 
erage did injure competition, but 
added that it is not necessary to 
prove this injury. 


Circumvention Is Charged 


The court sustained this view, 
holding that the evidence failed to 
support the contention “that the net 
prices, allowances, discounts, escrow 
sums or abeyance accounts received 
by or made available to the tea 
company by the sellers were paid 
because of the alleged _ services 
rendered by its field buying agents 
tc sellers. The great weight of the 
evidence indicates the contrary. The 
net prices, discounts and allowances 
received by A&P, the setting up of 
abeyance accounts and escrow sums 


| for its benefit are nothing more than 
| devices put into effect in attempted 
avoidance of the prohibitions of the 
Robinson-Patman act.” 


Court Examines Findings 


The court added that “We have 
carefully examined the findings of 
the Commission and the record. Not 
only are the findings of fact made 
by the Commission supported by the 
evidence, but we state as our opin- 
ion that the Commission properly 
could have reached no other con- 
clusions than those expressed.” 

Discussing Paragraph 2C, the 
court asserted that at every stage 
of its enactment, it was declared to 
be an absolute prohibition of pay- 
ment of brokerage to buyers or 
their representatives. It said that 
the intent of the statute is plain, 
and any other interpretation would 
frustrate the objective of Congress. 
It added that if this paragraph 
could be linked with the broader 
provisions of Paragraph 2A, the 
former would possess little force or 
| effect. The court discussed the im- 


plications of Paragraph 2C at some 
length. 

“The question presented,” it said, 
“is simply whether or not the ven- 


|dee may be compensated for serv- 


ices rendered by his agent acting 
in the same capacity for the ven- 
dors. It is obvious that dual rep- 
resentation by agents opens a wide 
field for fraud and oppression. Con- 
flicting interests are always engaged 
when an attempt is made by buyers 
and sellers to arrive at a market 
price for commodities. We enter- 
tain no doubt that it was the inten- 
tion of Congress to prevent dual 
representation by agents purporting 
to deal on behalf of both buyer and 
seller.” 


Chevalier to Speak 


Col. Willard Chevalier, publisher 
of Business Week, will speak on 
“Business Buying—A Marketing 
Opportunity,” at the first fall meet- 
ing of the New York chapter of 
we Marketing Association 

ct. 5. 


Hulett Returns 


Gerald Hulett has been re-ap- 
pointed general sales manager of 
Electromaster, Inc., Detroit, a posi- 
tion he held from 1930 to 1937. From 
1937 until his return to Electro- 
master, he was Western sales man- 
ager of Bendix home appliances in 
San Francisco. 


Number Thirty-one of a series of short ad. 
vertising True Stories culled from the rec. 
ords of the Publishers’ Information Bureau, 
January through September, 1939. 


Nine of the top 
twelve books 
didn’t carry the 
advertising of this 
product. Maga- 
zines D, H and 
TRUE STORY 
did carry it. . 


a True Story Magazine is the only major 
monthly founded since the close of the nine- 
teenth century before the Wage Earner Fam- 
ilies developed into America’s primary con- 
suming market. 
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Keokuk Paper Adds Two 


Ralph A. Kling, formerly adver- 
tising manager of the News, Fari- 
bault, Minn., has assumed the same 
post with the Gate City, Keokuk, 
Ia. William P. Townsend, Jr., also 
formerly of the News, has joined 
the Keokuk paper as a member of 
the advertising staff. 


Number Thirty-two of a series of short ad- 
vertising True Stories culled from the rec- 
ords of the Publishers’ Information Bureau, 
lanuary through September, 1939. 


4 This Gold Medal 
4 contest copy ran 


in only four of the 
top dozen major 
books. Women’s 
Magazines D and 
E, weekly Maga- 
zine K, and 


TRUE STORY. 


x The only major monthly established since 
the close of the ninetenth century, True Story 
Magazine, has been given a consecutive year- 
by-year tmerease im its share of the food 
manufacturers’ advertising expenditure not 
equalled by any other woman’s magazine pub- 


lished. 


FIC Chairman 
Asks Cooperation 
of Advertisers 


Legal 
Alone 
He Says 


Proceedings 
Inadequate, 


White Sulphur Springs, W. Va., 
Sept. 27.—Holding out the olive 
branch to advertisers, Robert E. 
Freer, chairman of the Federal 
Trade Commission, today told the 
National Wholesale Druggists’ Asso- 
ciation that objectives of the 
Wheeler-Lea act can be reached 
only through friendly cooperation. 

“The whole field is one where 
individual initiative is infinitely 
superior to any ‘crack down’ form 


of government regulation, and one 


in which your association can make 
a real contribution to the already 
apparent voluntary movement to 
make real truth in advertising the 
order of the day,” said Mr. Freer. 

He said that while much progress 
has been made in legal proceedings 
under the Wheeler-Lea act and the 
new Food and Drug act, advertisers 
have manifested widespread interest 
in voluntary analysis of copy in the 
light of the new requirements of 
truth and honesty. 


“Handwriting on Wall” 


“While the Commission now has 
a larger staff and is able to expand 
its enforcement activities,” he con- 
tinued, “it can never hope to scru- 
tinize every piece of published ad- 
vertising, and the objectives of the 
law can never be reached through 
legal proceedings alone. Both of the 
new acts are manifestations of con- 
sumer interest in honest representa- 
tions in food and drug advertising, 
and it is possible that many market- 
ers who have read the handwriting 
on the wall and acted to make their 


copy reliable will reap the benefits 
of the consumer distrust of competi- 
tors’ products which are misrepre- 
sented.” 


COMMISSION ATTACKS 
CONVERTERS’ INSTITUTE 


Washington, D. C., Sept. 27.— 
While continuing its campaign 
against advertising which is not lit- 
erally truthful, the Federal Trade 
Commission has also scanned the 
horizon for activities designed to 
hamper competition, and today filed 
a complaint against the National 
Converters’ Institute, Chicago, and 
its nine members, as well as its 
secretary-treasurer, Richard M. Mc- 
Clure. 

The Commission announced that 
the Procter & Gamble Company and 
Charles B. Knox Gelatine Company 
have signed stipulations to eliminate 
certain claims from their advertis- 
ing. A complaint has been filed 
against the Kendall Company, trad- 
ing as Bauer & Black. 

The Commission alleges a combi- 
nation and conspiracy to fix and 


...AS 14 MORE 
ADVERTISERS BUY BLUE! 


We believe it’s real news, when this fall 
fourteen more experienced and canny 
advertising buyers like these join the 
Blue Network’s ever increasing list of 
clients. Here they are: 


Adam Hats (fight broadcasts on Fridays) 
10:00 PM till finish 
Colgate Shave Cream 
9:45 — 10:00 PM Sunday 
General Foods (Jell-O Puddin 
8:00 — 8:30 PM = Tuesday 
Groves (Bromo Quinine) 
8:00 — 8:30 PM Monday 
Jergens (Woodbury Soap) 
9:15 — 9:30 PM Sunday 
Lewis Howe (Tums) 
8:30 — 9:00 PM = Wednesday 
Modern Food (Thrivo Dog Food) 
5:00 —— 5:15 PM Sunday 
Musterole 
8:30 — 9:00 PM_ Friday 
Pepsodent (Toothpaste): 
7:30 — 8:00 PM = Sunday 
Ralston Cereal 


5:45 — 6:00 PM Moon. thru Fri. 


nBc Ly 


si 


Se 


mo 


Sherwin-Williams (Paints) 
5:30 — 6:00 PM 
Ward Baking Co. (Bread and Cake) 
8:30 — 9:00 PM Thursday 
Warner (Sloan’s Liniment) 
8:30 — 9:00 PM Saturday 


Standard Brands (Fleischmann’s Yeast) 
11:45 — Noon Mon. thru Fri. 


We believe they share our convictions 
that this network is 1939’s most eco- 
nomical advertising investment. 

That’s due, of course, to the famous 
Blue Discount Plan... which enables 
advertisers to “go National” on a truly 
modest budget. 

By the way, there are still good eve- 
ning time periods open! 

IMPORTANT ANNOUNCEMENT 


On September 22, KVOD, Denver, com- 
menced operation on 630 ke — one of the 
best frequencies on the dial—which means 
greatly improved Blue Network coverage 
in this very productive market, 


Sunday 


NETWORK 


Cer Bey Puc” 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


ef 


maintain uniform prices of trans- 
parent cellulose sheeting products in 
its complaint against the converters’ 
organization. The association mem- 
bers control more than 90 per cent 
of the country’s output, the FTC 
said. Shellmar Products Company, 
Chicago, one member, is called the 
country’s largest converter of cellu- 
lose sheeting into bags, envelopes, 
tubes, pouches, rolls, ribbons and 
other forms which are printed or 
stamped with advertising legends. 


How Institute Worked 


The complaint alleges that from 
September, 1930, and particularly 
since September, 1935, the members 
of the Institute fixed uniform prices, 
including the discounts to be al- 
lowed purchasers, and exchanged 
price lists and other confidential in- 
formation. The result, it charges, 
has been an arbitrary price level. 

P & G has agreed to discontinue 
advertising that its White Naphtha 
Soap contains a unique ingredient 
which makes it the only soap which 
will remove stubborn “deep down” 
dirt from clothes; that it is kind 
to all sorts of fabrics and colors, or 
that it never fades colors, unless this 
assertion is directly limited in the 
context to colors which are wash- 
able. It will also desist from adver- 
tising that use of this product cuts 
washing time, or that it loosens dirt 
faster or washes clothes whiter. All 
other comparisons will be deleted 
unless the basis of the comparison 
is stated. 

The complaint against Bauer & 
Black charges misleading represent- 
ations in the advertising of Velure 
lotion. The FTC denies that Velure, 
applied to the hands, acts more 
quickly in softening and beautify- 
ing the skin than competitive prod- 
ucts; that it penetrates the skin, 
conserving and supplementing the 
natural oils; that it has a bleach- 
ing or whitening effect, and that it 
is more economical and effective 
than other hand lotions. 

Charles B. Knox Gelatine Com- 
pany has agreed to discontinue ad- 
vertising that the United States 
government has created a standard 
of purity for gelatine. 


Progress in the 
Graphic Arts Seen 
at New York Show 


New York, Sept. 28.—Symbolic of 
the giant strides made in the pro- 
duction of advertising literature and 
other printed matter during the last 
decade, the latest streamlined, high- 
speed presses of the printing indus- 
try this week roared the opening 
of the Fifth Educational Graphic 
Arts Exposition, which will con- 
tinue at Grand Central Palace here 
unti] Oct. 7, giving advertising and 
production men a composite picture 
of the facilities the industry offers. 

With about 100,000 persons ex- 
pected to visit the displays during 
the next fortnight, the exposition is 
the focal point of a dozen conven- 
tions. Among the groups. in 
session this week are Advertis- 
ing ‘Typographers’ Association of 
America; Direct Mail Advertising 
Association; International Associa- 
tion of Printing House Craftsmen; 
National Association of Photo- 
Lithographers; and United Typothe- 
tae of America. 

Primarily a production show, the 
graphic arts event features the ex- 
hibits of 185 manufacturers of 
presses, composing room, platemak- 
ing and bindery equipment and 
allied products and services. 


= — — 3 


Number Thirty-three of a series of short ad- 
vertising True Stories culled from the rec- 
ords of the Publishers’ Information Bureau, 
January through September, 1939. 


This advertiser 
didn’t use eight of 
the big twelve. 
The four on this 
short, but well 
balanced, list were 
Magazines D, H, 
J and TRUE 


a” True Story Magazine, which is the only 
major magazine that, generall Speaking, 
doesn't come into the homes of advertising 


“wat bee 


executives, is the only magazine to bulk its 
circulation in America’s Wage Earner homes, 
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Experts Evaluate 
Five Methods | 
of Testing Copy 


New York, Sept. 28.—A new at- 
tempt to offer the advertising world 
a scientific answer to the age-old 
questions, “Will they read it and 
will it make them buy?,” was sup- 
plied here this week with publica- 
tion of “Copy Testing,” a book con- 
taining results of a four-year study 
just completed by Advertising Re- 
search Foundation. 

Long awaited as the first objec- 
tive approach to the subject, the 
book contains the unanimous opinion 
of a committee of experts as to 
why some testing principles and 
practices have failed while others 
have succeeded brilliantly; which 
methods produce the best results 
and which are best suited to differ- 
ent problems; how costs may be 
kept low, and other related angles 
of interest to users of advertising 
seeking to increase effectiveness of 
copy. 

The five major testing methods 
now in use—consumer opinion, 
recognition and identification, recall, 
inquiry and coupon, and sales tests, 
are defined and analyzed in the 131- 
page volume. Despite the work that 


has been done on the subject, the 
book poirits out that “the keen | 


GETS LEGION AWARD 


5 je 


J. L. VanVolkenburg accepts the fourth 
annual radio award of the American 
Legion Auxiliary, presented to Columbia 
Broadcasting System for its program 
“Americans All, Immigrants All." Mrs. 
William Corwith, Auxilary radio chair- 
man, made the presentation. 


“many investigators have the mis- 
taken notion that all requirements 
of a cross-section have been met by 
the mere inclusion of people from 
different income levels and from 
different sections of the country.” 
Before selecting a sample, it is 
shown, one must first define the 
“public” from which the sample 
must be taken to insure accurate 
results. In some _ instances, this 


i Sie oe , 
analyst of advertising methods sees | public” might consist of all adults, 


the need for further research in the | 
refinement of present methods and 
the development of new methods.” 


Termed a Valuable Tool 


“Copy testing,” it is pointed out, | 
“is an aid to common sense and | 
experience in the preparation of | 
advertisements. It is indeed a valu- 
able tool which, if used properly, 
can help to evaluate advertising in 
terms of opinion, memory or 
action.” 

Besides separate chapters devoted 
to each of the five major testing 
methods, the final chapter is de- 
voted to “determination of the sam- 
ple,” wherein selection of a repre- 
sentative sample and the size of a 
proper cross-section are discussed. 


This chapter points out that 


Number Thirty-four of a series of short ad- 
vertising True Stories culled from the rec- 
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twelve 
carry this copy) 
during the first 
half of this vear, 
The exceptions 
were Magazine H 
and, TRUE 
STORY. . 
aa True Story Magazine, the only publica- 
tion written by its readers out of their own 
personal experiences, offers advertisers an 
editorial aura of believability not available 


in any other medium. And advertising must 
be believed to produce sales. 


LIPSTICK 


| ——— 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


| Number Thirty-five of a 


PHOTO-ENGRAVERS 
IN CHICAGO 


i 


but more often it consists of a 
smaller group embracing, for exam- 
ple, only car owners, only readers 
of a certain magazine, or only pros- 
pects for a particular type of air- 


| conditioning unit. 


Factors That Guide Sample 


It is pointed out that known fac- 
tors, such as car ownership statis- 
tics, should be used in apportioning 
the sample, instead of leaving the 
determination of income levels to 
interviewers. Interviewers may also 
distort a cross-section because it is 
difficult to obtain interviews with 
people in the highest and lowest 
income groups, and because farmers 
are often ignored when they live 
far from main roads and earn in- 
comes below those gained by more 
accessible farmers. 

The six factors which the Foun- 
dation recommends be considered in 


| establishing a cross-section after the 


“public” has been defined are: dis- 


Ten of the big) tribution of the “public” by states 
didn’t} sections, by urban or rural com- 


munities, by income or standard of 
living, by sex and marital status, 
by age levels and by occupation 
and educational status. 


May Still Be Biased 


Even if these six elements are 
taken into consideration, a sample 
might still be biased with respect 
to the relationship between any two 
factors. For example, when men 
are interviewed in their offices and 
women at home, too many younger 


men and too many older women are | 


questioned, even though age and 
sex distribution might be entirely 
representative when considered 
apart. 

Regarding the size of the sample, 
the Foundation points out that 
much misinformation exists. “The 
size of the public to be studied and 
the size of the sample bear no direct 
relationship to each other. “Copy 
Testing” is published by Ronald 
Press Company, 15 E. 26th street, 


|New York. The price is $3. 


1 series of short ad- 
ertising True Stories culled from the rec- 
wds of the Publishers’ Information Bureau. 
January through September, 1939. 


Only one in three 
of the big twelve 
carried this adver- 
tising. The list 
was Magazine D, 
Magazine H., 
Magazine L and 


TRUE STORY. 


THE 
MEYERCORD 
COMPANY 


a” True Story Magazine, with the highest 
readership of ists advertising pages, and with 


the most exclusive circulation, has the low- 
est basic advertising rate among leading 
magazines. 
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Markets 


(Copyright, 1939, by Advertising Publications, Inc.) 


Index of Retail Activity in 78 Important 


Based on total retail advertising volume in all newspapers in each city. 


RETAIL ACTIVITY 
inMAJOR MARKETS 
compared with last year 


Week-by-week 


Tetel variation, | as ame ome 


year to date 
~~ 
-—_e— oe on 
= 
15 22 29 5 12 19 26 2 a 16 23 30 7 
ye w - ee = = ~ ad 
JAN. JULY AUG. SEPT. OCT. 
% Gain % Gain 
38-Week 38-Week 38-Week or Loss or Loss 
Period Period Period 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City Sept. 25, 1937 Sept. 24,1938 Sept. 23, 1939 1937 1938 Sept. 24,1938 Sept. 23,1939 Loss 
Cc eee reas ail 12,486,725 8,657,348 7,061,808 —43.5 —18.4 205,072 187,327 —8.7 
BOR, Bis Be vcvacceve 6,869,052 6,176,431 5,873,792 —14.5 —4.9 199,663 159,075 —20.3 
MPERORE, Ph. cccssceses 5,084,169 3,628,189 4,073,202 —19.9 +12.3 110,936 107,562 —3.1 
BEIGREA, Gh. cweccessas 11,597,362 11,054,694 12,550,034 +8.2 +13.5 396,564 423,486 +6.8 
Baltimore, Md. ........ 16,479,031 15,347,010 15,479,872 —6.1 +0.9 495,533 453,073 —8.6 
Birmingham, Ala. ..... 9,255,904 9,000,236 9,393,440 +1.5 +4.4 243,460 254,478 +4.5 
TOStON, MAGB. ccsccecs 14,366,326 13,079,821 13,323,310 —7.3 +1.9 458,293 446,803 —2.5 
Bridgeport, Conn. ..... 7,329,088 6,472,336 6,968,898 —4.9 +7.7 202,832 178,612 —12.0 
Pe, Be. Ee cevasdne 13,491,086 11,558,430 11,259,882 —16.5 —2.6 405,440 290,537 —28.4 
CGOE, Tes. Os achersenes 2,944,425 2,689,480 3,011,448 + 2.3 +12.0 91,983 116,074 + 26.2 
Cedar Rapids, la. ..... 3,785,880 3,444,854 3,603,934 —4.8 + 4.6 102,046 99,904 —2.1 } 
Charleston, W. Va. 8,366,736 7,776,243 7,306,166 —12.7 —6.1 217,154 199,038 —8.4 
Chattanooga, Tenn. ... 4,627,451 4,535,344 5,432,880 +17.4 +19.8 203,054 138,404 —31.8 | 
Chicago,’ Ill. .cseseoses 23,898,070 22,050,682 20,818,153 —12.9 —5.6 661,902 581,415 —12.2 A 
os el 12,697,836 10,841,567 11,062,320 —12.9 +2.0 347,021 355,063 +2.3 
Ceeversee, G coccccoee 15,600,660 12,582,381 12,711,460 —18.5 +1.0 339,844 313,441 —7.8 
Columbus, 0. .cccccces 10,168,850 8,866,359 9,460,457 —7.0 +6.7 258,786 266,123 +2.8 
EORTINE,, TOEs. 2c ccncses - 15,511,424 14,754,935 14,962,717 —3.5 +1.4 442,378 428,137 —3.2 
Devenpert, IA. .scoisen 7,551,782 6,783,068 6,628,696 —12.2 —2.3 193,438 168,406 —13.0 
ere . - 11,262,190 9,091,286 9,847,606 —12.6 +8.3 277,312 270,886 —2.3 
ee TOn COE: cottvaeeas 7,373,735 6,588,768 6,506,693 —11.8 —1.3 223,102 188,051 —15.7 
Des Moines, Ia. ....... 4,734,175 4,602,566 4,563,538 —3.6 —0.9 129,490 137,431 +6.1 
oS | ee 16,272,815 12,542,396 14,164,026 —13.0 +12.9 404,303 469,475 +16.1 
oe Pee, TOR. ccvcaseus 7,479,215 7,184,855 7,486,189 +0.1 + 4.2 186,004 186,837 +0.4 
Re Bs wcsedeasaeven 6,723,296 6,342,598 6,855,324 +2.0 +8.1 183,372 169,904 —7.4 
Fall River, Mass. ..... 2,542,727 2,292,934 2,435,087 —4.2 +6.2 61,469 74,968 + 22.0 
SP eee 6,585,502 4,988,788 5,816,824 —11.7 +16.6 213,416 166,586 —22.0 
| Fort Wayne, Ind. ..... 8,631,966 7,630,007 7,595,066 —12.0 —0.5 208,614 215,292 +3.2 
A” eee 5,394,668 4,032,600 4,276,708 —20.7 + 6.1 123,110 125,532 + 2.0 
Grand Rapids, Mich. 7,551,398 6,155,922 6,193,380 —18.0 + 0.6 196,770 191,898 —2.5 
(sree varre, B Ce. cecascs 4,917,394 4,631,953 4,763,561 —3.1 + 2.8 155,972 190,582 + 22.2 ; 
POUNtOe, TEE. occcsscs 11,877,754 11,874,290 12,334,924 + 3.8 +3.9 324,212 335,380 +3.4 4 
Indianapolis, Ind. ..... 13,492,708 11,230,920 11,791,946 —12.6 +5.0 321,384 327,628 +1.9 . 
Jacksonville, Fla. ..... 6,495,454 6,122,826 6,590,892 +1.5 + 7.6 173,376 172,508 —0.5 
Jersey City, N. J. ..... 1,692,931 1,471,861 1,503,409 —11.2 +2.1 47,034 38,036 —19.1 : 
Kansas City, Kans. ... 1,944,340 2,018,373 1,909,579 —1.8 —d.4 46,312 59,584 + 28.7 4 
Knoxville, Tenn. ...... 7,354,116 7,197,125 7,661,911 +4.2 + 6.5 240,744 205,016 —14.9 ; 
Little Rock, Ark. ..... 6,846,644 6,710,468 6,611,039 —3.5 —1.5 172,592 154,560 —10.5 
Los Angeles, Cal. ..... 18,774,546 16,852,251 17,857,293 —4.9 +6.0 447,842 360,642 —19.5 
Louisville, Ky. ........ 11,569,599 10,102,881 10,303,017 —11.0 +2.0 297,850 274,751 —7.8 
Lavi, BE seaseeescer 7,309,960 5,851,050 6,000,136 —17.9 + 2.5 194,474 158,900 —18.3 
Manchester, N. H. ..... 2,693,686 2,639,466 2,716,965 +0.9 +2.9 74,204 72,318 —2.6 
Memphis, Tenn. ....... 8,734,518 8,066,338 8,582,042 —1.8 +6.4 229,460 250,334 +9.1 
‘Milwaukee, Wis. ..... 12,458,408 10,664,675 10,127,767 —18.7 —5.0 359,966 300,014 —16.7 
| Minneapolis, Minn. 10,641,127 9,558,414 9,818,071 —7.7 + 2.7 314,893 303,324 —3.7 
New Bedford, Mass. ... 2,477,090 2,242,464 2,235,572 —9.8 —0.3 63,294 63,980 +1.1 
New Haven, Conn. .... 6,861,630 6,503,102 6,609,134 —3.7 +1.6 228,662 198,324 —13.3 
| New Orleans, La. ..... 14,618,534 13,386,014 13,929,918 —4.7 +4.1 368,585 367,578 —0.3 
ew Terms Bi Bs 104 ea 47,160,360 41,771,240 41,401,974 —12.2 —0.9 1,536,155 1,366,054 —11.1 
Ro. SS eee 4,784,904 3,589,994 2,816,432 —41.1 —21.6 119,857 83,360 —30.5 
| GE. TEs tcsennsnns 6,990,690 6,689,228 6,844,040 —2.1 +2.3 177,072 181,216 +2.3 
oo” Ee) re 5,685,153 5,061,204 5,611,096 —1.3 +10.9 134,782 171,422 + 27.2 
“Oklahoma City, Okla... 8,914,850 8,535,973 6,463,212 —27.5 —24.3 221,158 150,584 —31.9 
|} Peoria, Ill. .......+se0. 8,432,078 7,308,316 7,673,264 —9.0 +5.0 224,525 228,547 +1.8 
| Philadelphia, Pa. ..... 21,488,559 18,643,557 19,434,962 —9.6 +4.2 643,542 575,380 —10.6 
i, oy 7 eee 5,227,754 5,503,916 5,279,568 +1.0 —4.1 139,160 133,602 —4.0 
Pittsburgh, Pa. ......0- 18,233,488 14,289,842 14,341,889 —21.4 +0.4 412,272 388,542 —5.8 
Portland, OTe. ..cccoes 9,434,672 8,506,924 9,117,145 —3.4 + 7.2 281,148 256,172 —8.9 
| Reading, Pa. ....ceccss 7,884,470 6,722,121 7,113,309 —9.8 +5.8 203,966 187,782 —7.9 
| Richmond, Va. ........ 9,671,844 8,684,242 9,196,058 —4.9 +5.9 257,082 251,510 —2.2 
eOGMONLOT, I. Be veccse 12,875,493 10,249,722 10,778,884 —16.3 +5.2 337,685 310,848 —8.0 
| J, A ree 5,977,874 5,616,646 5,712,336 —4.5 +1.7 161,588 148,106 —8.4 
Rock Island-Moline .. 6,538,775 6,020,028 5,970,276 —8.7 —0.8 200,550 160,398 —20.0 
Sacramento, Cal. ..... 6,385,855 5,735,155 6,002,626 —6.0 +4.7 229,392 158,760 —30.8 
San Antonio, Tex. 4,756,587 4,535,122 5,155,735 +8.4 +13.7 120,639 136,575 +13.2 
Bem B0GNO, CEL cecéices 10,408,042 9,214,276 9,247,609 —11.2 +0.4 271,628 218,428 —19.6 
Seattle, Wash. ........ 7,516,326 6,855,475 8,132,362 +8.2 +18.6 226,884 247,660 +9.2 | 
7South Bend, Ind. ..... 6,863,801 5,049,469 3,785,468 —44.9 —25.0 166,712 101,181 —39.3 | 
‘Spokane, Wash. ...... 5,711,300 5,287,282 4,802,602 —15.9 —9.2 171,136 143,850 —16.0 | 
WE, Be, TER. caccccess 13,928,555 12,619,565 12,838,650 —7.8 +1.7 426,310 391,530 —8.2 | 
St. Paul, Minn. ....... 8,831,305 8,133,203 7,678,244 —13.1 —5.6 270,459 234,026 —13.5 
Tacoma, Wash. ....... 4,556,142 4,311,888 4,532,718 —0.5 +5.1 131,740 123,928 —5.9 
Be. a kceveaecve 4,452,606 4,272,408 4,787,566 +7.5 +12.1 113,792 116,648 +2.5 
Toronto, Ont., Can..... 14,146,492 12,419,793 11,611,646 —17.9 —6.5 360,185 302,365 —16.1 
oo ee Ae eee 3,077,683 2,905,812 3,131,216 +1.7 +7.8 75,628 82,796 +9.5 
bs, SS Sarees 7,090,448 6,543,618 6,453,574 —9.0 —1.4 225,540 194,950 —13.6 
Washington, D. C. . 26,841,969 24,403,530 23,926,830 —10.9 —2.0 701,673 675,759 —3.7 | 
Youngstown, O. ...... 6,691,793 5,312,617 5,459,426 —18.4 +2.8 155,410 166,898 +74 | 
y, ,. SY TT RTT eee 747,983,851 662,668,765 673,370,803 —10.0 +1.6 20,540,887 19,086,154 —i.1 
1 Akron Times-Press discontinued Aug. 28, 1938. 
2 Linage of daily American, now combined with Record, eliminated from 1938 totals. | 
3 Buffalo Times discontinued Aug. 1, 1939. 
4 Chicago Herald & Examiner discontinued Aug. 28, 1939. 
5 Milwaukee News discontinued Jan. 14, 1939. 
6 Oklahoma News discontinued Feb. 24, 1939. 
7 News-Times discontinued Dec. 28, 1938. 
Spokane Press discontinued March 18, 1939. ; 
9 St. Paul Daily News discontinued April 30, 1938 
Cary Elected Head Kroll Joins Esty Joins Lennen & Mitchell 


Managers’ Association 


Times, was named secretary-treas- 
urer. 
ea be: oie - 


of Classified Group 


P. A. Cary, Wisconsin State Jour- 
nal, Madison, was elected president | 
of Wisconsin Classified Advertising 


George Westrich, Racine Journal- 


Alexander Kroll 


|copy staff of William Esty & Co.,| Young & Rubicam, has joined Len- 
|New York. 


has joined the} 


James F. E 


inen & Mitchell, 


gan, 


New York. 


formerly 


with 
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ADVERTISING AGE 


—— 


The rates for this department are as follows: 


“Help Wanted,” “Positions 


cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
Write for folder describing discounts for term insertions. 


$4.75 per inch. 


Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms 


HELP WANTED 


POSITIONS WANTED 


Exceptional opportunity for ambitious 
secretary in one-girl loop office. Col- 
lege education. Must be steno-book- 
keeper, correspondent, and capable 
issuming full responsibility. Adver- 
tising experience essential. Write full 
details including salary. 

Box 1910, ADVERTISING AGE, Chgo. 
POSITIONS WANTED 
Secretary to agency exec. Valuable 
experience as secretary to research 
director large agency. Skilled steno, 
or can write own letters. Expert with 
statistics and detail. Know agency 
practice, terms. Young, personable, 

quick. Finest references, 

Box 1911, ADVERTISING AGE, Chgo. 
TNUSUALLY ABLE business paper 
space salesman, fine record, good head, 
good legs, wants bigger job and bet- 
ter earnings opportunity on A-1 busi- 
ness or other publication. New York 
base. Can manage or rehabilitate if 
desired. Now working, available 
months notice. Propositions or ap- 
pointments in confidence to 

Box 1912, ADVERTISING AGE, N. Y. 
Agency Production Man—15 years of 
experience with both agencies and 
printers—complete practical knowl- 
edge all mechanical problems, typog- 
raphy, engravings, printing, etc. Can 


either take full charge of depart- 
ment or assist. Dependable and ac- 
irate—best of references, including 


present employer. 32, married. Rea- 
sonable salary to start. 


Box 1901, ADVERTISING AGE, Chgo. 


COPYWRITER AND PRODUCTION 
MAN 14 yrs. agency experience trade- 
paper, newspaper, magazine accounts. 
Thorough knowledge sales promotion, 
agency routine. Age 34. 

Box 1909, ADVERTISING AGE, Chgo. 


REPRESENTATIVES WANTED 


Sales Representatives in larger cities 
to sell pictorial printing on the backs 
of envelopes as an advertising me- 
dium. Product patented. Liberal com- 
mission basis. Write fully past, and 
present connections, experience, con- 
tacts, education, age. 

Box 1902, ADVERTISING AGE, Chego. 


SPECIAL SERVICES 


EXTREMELY LOW COST 
process reproduces direct from your 
“copy” without necessity of expensive 
typesetting and cuts. 

Perfect process for all sorts of Il- 
lustrated Advertising Literature, Sales 
Letters, Bulletins, Booklets, Testi- 
monials, Salesmen’s Manuals, etc., etc. 
NO PENALTY FOR SMALL EDITIONS 

500 Copies (8%x11") $2.63 
Additional hundred copies only 22c 

Any size can be supplied. 

Send for instructive Manual—free. 
Laurel Process, 480 Canal St., N. Y. 


In New York City and Metropolitan 
Area, a trained salesman will call on 
request. Just phone WAlker 5-0526. 
No obligation. 


Win Penna. Special 
Editions Awards 


The Pennsylvania Newspaper 
Publishers Association, at its recent 
fall conference, awarded the Al- 
toona Mirror first prize for the best 
special edition of this year. Second 
award went to the Allentown Call 
and Evening Chronicle, and third to 
the Sharon Herald. The Montgom- 
ery Mirror was given a special 
award for the best anniversary edi- 
tion among weekly newspapers. 

Frederick R. Long, Chester Times, 
and J. Wilbur Werry, Johnstown 
Tribune and Democrat, were in 
charge of the conference, held at 


Johnstown. 


Number Thirty-six of a series of short adver- 

ng True Stories culled from the records 
‘ the Publishers’ Information Bureau, Janu- 
iry through September, 1939. 


The advertising of 
this product was 
directed at just 
three major maga- 
zine audiences — 
the readers of 
magazines C, I 
and True Story. 


7” For the past eight years more drug store 
oduct advertisers have used True Story 
in any other magasine published. 


New UP Factors 


ln Omaha Market 


livestock receipts in Omaha are 
UP—47.8°/, more for July, 1939, 
than for the same period a year 
§go. Livestock prices are also UP. 


+». @ healthy combination in this 
immense livestock, farm and pro- 
duce market, 


Cover this market, plus Nebraska 
and Southwestern lowa now—with 
one newspaper... 


THE OMA H A 


World-Herald 


Notional Representatives: O'Mere & Ormsbee lec. 


Cranberries, Yes, 
But Did Someone 
Say Turkey, Too? 


South Hanson, Mass., Sept. 28.— 
The epicurean charm of cranberry 
sauce along with the white or dark 
meat of a Thanksgiving turkey 
hasn’t been neglected in fall adver- 
tising plans of Cranberry Canners, 
it was learned today, although new 
copy for the Ocean Spray sauce is 
expected to encourage an even 
wider use of the fruit. 

Plans outlined today call for use 
of half-page copy in Good House- 
keeping, Ladies’ Home Journal, Mc- 
Call’s, This Week and Woman’s 
Home Companion, plus 126 news- 
papers in 116 cities and participa- 
tion in several loca] radio programs. 

The attention of home economics 
teachers will be courted through 
“The Cranberry Kitchen,” a 
monthly house organ. The current 
pack is estimated at 1,250,000 cases, 
a 25 per cent gain over 1938. Maga- 
zine copy appears in October issues, 
newspaper copy breaks Oct. 26. 
Harry M. Frost Company, Boston, 
is the agency. 


Reynolds Victor 
in Idea Suit 


R. J. Reynolds Tobacco Company, 
Winston-Salem, N. C., successfully 
defended the idea suit for $1,000,000 
brought by L. T. Junk, Lynchburg. 
Va., in the Federal District Court 
at Danville, Va. 

The case was unusual in that it 
was of a negative nature, Mr. Junk 
contending that he had suggested 
deletion of “Never Parched, Never 
Toasted,” from Camel advertising 
because it directed attention to the 
claims of a rival brand. 


Number Thirty-seven of a series of short ad- 
vertising True Stories culled from the* rec- 
ords of the Publishers’ Information Bureau, 
January through September, 1939. 


rit Just two of the 


,, big twelve carried 


| which was chosen because of 


4, : : oe this advertising. 
a, , © One was a month- | 
oo x, ly (Magazine C), 
4 -¢ % the other, natural- | 
4 * 


ly, was TRUE) 
Showers STORY. . | 


a True Story Magazine reaches the onl 
large magazine audience today that doesn't 
read other magazines. 


Advertising Saga 
Portrayed in Tale 
of Agency's Rise 


History of N. W. Ayer 
Traced in New Harvard 
Business Study 


Boston, Sept. 28.—One of the most 
exhaustive studies of the develop- 
ment of advertising, with particular 
reference to the part played by one 
agency, was released here this week 
by Harvard University Press with 
the issuance of “The History of an 
Advertising Agency: N. W. Ayer & 
Son at Work.” 

The volume is the fifth in the 
series of Harvard Business Studies, 
and has been in preparation since 
1932. The author, Dr. Ralph M. 
Hower, professor of business his- 
tory, Harvard Graduate School of 
Business Administration, spent three 
years in research, 13 months of 
which were spent in Ayer offices, 
before writing the 652-page volume. 

The book is divided into two 
parts, the first a narrative of the 
history of advertising, and the sec- 
ond a detailed analysis of advertis- 
ing business methods, including nu- 
merous examples of how problems 
were solved, frank discussions of 
personalities, campaigns that have 
made advertising history and fig- 
ures on costs and compensation. 

Like other volumes in the series, 
this field of business enterprise is 
interpreted against the background 
of one agency, N. W. Ayer & Son, 
its 
70-year history. Many other agen- 
cies are mentioned throughout the 
book. Prof. N. S. B. Gras is the 
editor of the series. 


First Agency Started in 1841 


Dr. Hower traces the history of 
advertising from Greek and Roman 
times, through the industrial revo- 
lution, until the agency business 
began in the 19th century. Volney 
B. Palmer of Philadelphia and John 
Hooper of New York were the 
earliest agents, Palmer having been 
the first when he opened an office 
in 1841. Since Ayer later bought 
what remained of Palmer’s business, 
it is credited with being by pur- 
chased heritage the oldest agency 
now in existence. 

The author describes the many 
changes in the function of the ad- 
vertising agent. Despite the gen- 
eral opinion that agents were first 
space brokers, Dr. Hower cites rec- 
ords of the Palmer agency to prove 
that he regarded himself as a 
“newspaper agent’ who solicited 
orders for publishers all over the 
country, forwarded copy and col- 
lected payment. 

The second stage began in the 
1850’s with the agent an indepen- 
dent middleman engaged in space 
jobbing. In that period, he sold 
space to advertisers and _ then 
bought space in newspapers to fill 
his orders. The third stage of space 
wholesaling was instituted in 1865 
during which era agents bought 
space in large quantities and resold 
it to advertisers in smaller lots. 

The fourth stage came only two 
years later, when what the author 
calls the “advertising concession 
agency” was started. Such agents 
contracted with publications to take 
over management of the entire ad- 
vertising space of the papers, thus 
acquiring what amounted to the 
advertising concession. 


From Teacher to Adman 


Francis 
founded 


Wayland Ayer, who 
the agency which was 


| officers were re-elected. 


named after his father and first 
partner, was a school teacher at 14. 
He abandoned that profession and 
began his business career at 20 as 
a space salesman for the National 
Baptist, a weekly religious news- 
paper then published in Philadel- 
phia. He was continuously asso- 
ciated with advertising until his 
death in 1923, having founded the 
agency at 21 in 1869. 

A list of 11 religious newspapers 
constituted the first Ayer clients, 
but by 1871 the firm had dealings 
with 324 publications in 27 of the 
37 states. By 1876, annual business 
of the agency reached $132,000 and 
the staff numbered 20. John Wana- 
maker and Montgomery Ward & 
Co. were early clients, and Ayer 
also handled advertising of such 
products as Whitman’s chocolates, 
Ferry seeds, Pond’s extract and 
Singer sewing machines. 

Dr. Hower credits Ayer with 
having made the first known mar- 
ket survey in 1879 for Nickels- 
Sheppard Company of Battle Creek, 
Mich. The campaign which fol- 
lowed was the first based upon a 
formal study to learn possible buy- 
ers of a particular product and how 
to reach them through advertising. 


Curtains for Cracker Barrel 


About 1880, agents began to re- 
fuse to handle advertising “not of 
character to do credit to the 
agency.” The resultant loss from 
discrimination against patent medi- 
cine copy led to efforts which inter- 
ested makers of staple commodities 
in advertising. The campaign un- 
dertaken in 1889 by the newly- 
formed National Biscuit Company, 
during which the trademark show- 
ing a schoolboy dressed in oilskins 
and the “Uneeda Biscuit” slogan 
were introduced, helped to remold 
national habits and sealed the doom 
of the open cracker barrel. 

Part two of the book consists of 
detailed facts about particular as- 
pects of the Ayer development. It 
is shown that in the ’70’s and ’80’s, 
advertisers were largely retailers 
and others who sold direct to the 
public. By 1890, manufacturers were 
the principal clients. Before 1880, 
expenditures of clients ranged from 
50 cents to a few thousand dollars. 
By 1900, 71 typical accounts spent 
over $50,000 a year, 45 over $100,- 
000, and seven were in the million 
dollar class. 


Foods Move Ahead 


In 1877-78, patent medicines ac- 
counted for 21.6 per cent of Ayer 
business, but by 1900-01 foods led 
the list with 17.7 per cent and pat- 
ent remedies were fifth with 8.4 per 
cent. By 1930, automobiles and 
accessories led with 25.4 per cent of 
the total, followed by tobacco prod- 
ucts with 17.9 per cent, foods and 
beverages with 15.7 per cent and 
| drugs and toilet goods with 6.3 per 
| cent. 


a 


Johnson Elected 


| E. J. Johnson, J. M. Bundscho, 
|Inc., Chicago, was named president 
|of the Advertising Typographers of 
| America at its annual convention in 
New Work last week. All other 


PROMOTE WORLD SERIES BROADCASTS 


Station WFIL, Philadelphia, entered this float in the annual Schuylkill Navy water 

carnival to prove that Florida doesn't produce all the bathing beauties and, 

incidentally, to tell the folks that this station would soon be broadcasting the 
World Series. 


AFA Adds Johnstown 


Advertising Club of Johnstown, 
Pa., has become affiliated with the 
Advertising Federation of America. 
Tom Nokes, Johnstown Poster Ad- 
vertising Company, is president. 


Number Thirty-eight of a series of short ad- 
vertising True Stories culled from the rec- 
ords of the Publishers’ Information Bureau, 
January through September, 1939. 


11 out of 12 of the 
major magazines 
didn’t advertise 
this product. The 
entire campaign 


concentrated on 
one magazine au- 
dience — the 


TRUE STORY 


Families. 


aa True Story Magazine adds more new 
homes to any list than any other magazine 
published. 


Delightfully transformed 
with new furnishings . . . 
new decorations . . . new 
equipment . . . The Black- 
stone now offers you 
modern, up-to-date com- 
forts and conveniences, 
yet maintains that rich, tra- 
ditional atmosphere which 
has made it world famous. 


Under the Same Manegement os 


The Gotham The Drake 


Cvawsrom my tos secrets 


OCLL Lae La 
A. 5. Kirkeby. Managing Directo: 


The Blackstone 


MICHIGAN AVENUE 
CHICAGO 
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ADVERTISING AGE 


ee 


A New York MAN going to the office in 
the morning... concerned with today’s 
business ... isn’t as interested in groceries 
...as a New York WOMAN at home at night... 


concerned with tomorrow’s meals! 


* 


. which is about the best reason why the New York Journal-American 
is the best buy for grocery advertisers in New York . . . It goes home, to ' 
women at home, to homes with children... It has something to interest 
women and children, and gets a whole family reading . . . Its pages have 
high visibility, are fast reading, fast moving —get advertising seen, get maxi- 
mum readership for every advertisement... It has more than 600,000 
circulation, enough circulation to reach one quarter of the metropolitan 
market, enough coverage to make advertising effective to dealers... And 
at $1.00 per agate line, it has the lowest milline cost of any New York 
standard size paper... A big package of proved selling power, at a price 
low enough to sell at a profit! ... Get in the Journal-American, and get 


action in New York! 


NEw yorK Journal-American 


Represented nationally by RODNEY E. BOONE ORGANIZATION . . . with offices im 


NEW YORK - CHICAGO - DETROIT - PHILADELPHIA - PITTSBURGH - BOSTON - BALTIMORE - ATLANTA « SAN FRANCISCO - LOS ANGELES - SEATTLE 
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CLARINETIST SWINGS WITH GLOVES 


Sammy Kaye, well known clarinetist, wears gloves while tooting a bit of swing 
in copy for Daniel Hays emphasizing the “finger-free" qualities of its Vanguard 
gloves. (Story on Page 22.) 


TO WHILE AWAY THE TIME 


Funiface is the name of this new counter piece which Angostura-Wupperman 

Corporation is supplying retailers as part of its fall promotion. Two of the 

cards are shown here. The outline of the face is made by a movable chain, 
providing opportunity for endless variation by part-time artists, as shown. 


BREVITY WHERE IT COUNTS 


MY RDITH 


FAR FROM THE CONFLICT AND SENSELESS WASTE OF WAR, HOW 
#RATEFULLY WE TURN IN THESE TIMES TO THE WHOLESOME 
ACTS OF EVERY DAY LIVING AND THE SIMPLE ARTS OF PEACE 


MORTENSEN SCHOOL OF PHOTOGRAPHY 


AGUNA BEACH CALIFORNIA 


f pretty girl isn't everything in this advertisement of the Mortenson School 
tography appearing in Camera Craft. The copy offers a potent lesson 
in the art of saying much with few words. 


PHOTO. §f 
RAPHIC & 


EVIEW B 
OF THE 
WEEK 


SHE RIDES THE BUS 


Sixteen girls costumed like this board 

loop-bound Chicago buses every day to 

tell shoppers what Goldblatt Department 

Stores are offering for the day. It's a 

new idea, arranged by the Chicago Ele- 

vated Advertising Company. (Story on 
Page 21.) 
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Alden Donham, manager of copy for T. J. Maloney, Inc., dons a pair of working 


clothes to appear in national copy for Sherwin-Williams Company. Maloney 
handles the Sherwin-Williams account. 
INSURANCE FOR BRIDES 


THE NEW TOASTER: 


D ; . eas® : 
A VIMMIMHG utthe Mew fetid ves | 
Rs ] 


! 


THE CASSPIEST, 
CRUNCHIEST TOAST 
yOu EVER TasteD/ 

on 


m WANE ALL Oe 


\ EFFORTLESS 

- ‘a PERATION 
’ © Ute toout Or 
a” tet cewre ois 


10 PO ’ ve TOAST ND Th A BUTTON | 
OF 'O WEEP IT WAR “eat TM 1S 11 908 
NOIDE THE TOASTER ANY § roast} 
o: wre - rn YOU WAN 
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EVERY SLICE THE SAME 
UNIFORM Gf f n 
~ 


~ 
wading bullet sel 
pyetcer dish and large, roomy 


CHICOGO FLEAMLE SearT CO 9942 Boesever #4 Chicage © ene Cate Ceemye Cotes Femme o Secteee MUMASTOR COFFECMASTOR @OmMASTER SHavimas Tce tre) 


"Foolproof" factors in making toast are emphasized in copy for the new Sunbeam 
toaster of Chicago Flexible Shaft Company. (Story on Page 25.) 


AIR LINES OPEN FIRST COOPERATIVE DRIVE 


Vivd Lady of the Land. Viet Lady 


the time - and money 


pest four years, Mrs. Roosevelt says 


The first cooperative 


of the Air, who has enjoyed the refreshing case and comfort, 
saving cconomy of almost 100,000 miles of air travel in the 


"I never cease to marvel at the airplane.” 


wm he & 


. a. od 
curses oom) pleases © 


= 


seletanbabeSicnjie! 


LT PAYS. 


campaign of the nation's major air lines will open this week with an imposing color spread in Life 


featuring testimonials (free) from Mrs. Franklin D. Roosevelt and other notables who have been frequent air travelers. 


Erwin, Wasey & Co. is handling the drive. 


(Story on Page |.) 
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MILLION DOLLAR ADVERTISERS 
KNOW THE ANSWER! 


When folks cancel their classified ads in our The Los Angeles Times is one of the country’s best adver- 


paper, naturally we always try to find out why. _tising buys. It leads in all classes of advertising—tlocal dis- 


The answer we got on the little classified ads play, national, and classified. Its home-delivered circulation 


shown above was one we hear thousands of _. 
is the largest of any newspaper on the Coast. The adver- 


—_ i h: “It sold th ds.” 
a — ne @ io tising cost per full page per family reached is less than half 
cag Los Angeles stores regularly tell us the same story. So do 
| a cent (.4435.) 
aiid America’s biggest makers of foods and refrigerators, auto- 
mobiles and radios, clothes and building materials. For over Are you planning sales promotion in Los Angeles this year 


‘se 


Angeles Times than in any other newspaper in this area— in our representatives, Williams, Lawrence and Cresmer, 


because The Times sells the goods. New York, Chicago, Detroit or San Francisco. 


: - LOS ANGELES TIMES 


One of America’s Most Resultful Selling Mediums 
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